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Rough Proofs 


One of the problems which Emily 
Post’s new Bab-O etiquette book 
will help you solve is “How to re- 
fuse a cocktail.” Why, Emily, that’s 
no problem. 

v#weg? 


The invasion of Poland by the 
Nazis marked the end of the Polish 
ham invasion of the United States. 
Under Hitler, those little Polish 
pigs will stay home. 


vw? 


The new $490 Willys will appeal 
to “car widows,” who have to use 
bus, street car or shank’s mare 
while poppa is in town. But the la- 
dies, God bless ’em, usually need 
the exercise. 

_ po a 


The corset makers should help 
Willys put over the idea of automo- 
tive transportation for car widows. 
The more the lovely creatures ride, 
the more they’ll need bulge control. 


, 2 


A. C. Nielsen’s market research- 
ers in England have temporarily re- 
tired from activity. Consumer pref- 
erence right now is for a good bomb 
proof shelter. 

vvwyY 


The highest per capita consump- 
tion of beer, reports American Can, 
is in Milwaukee. That must have 
surprised you almost as much as to 
learn that the place where they 
drink the most Coca-Cola is At- 
lanta. 

vvwY 


Only 70 per cent of the good 
burghers of Milwaukee, it is re- 
ported, are regular consumers of its 
amber nectar. The other 30 per 
cent have probably become addicted 
to Gov. Heil’s milk bars. 


. = = 


The Chase & Sanborn hour, says 
the CAB, appeals predominantly to 
the higher income groups. That 
ought to take care of that school 
promotion which has been fretting 
Charlie McCarthy. 


7 v7 


Warwick & Legler’s ad quiz says 
the second strongest appeal to men 
is sex. If you can guess which is 
first, you belong at the head of the 
class. 

v,vyY 


Experts wonder what happened 
to auto installment sales in 1938. Of 
course nobody in the _ business 
would suggest that Thurman Arnold 
had anything to do with it. 


7, 3 | 


Kraft is featuring a 2-pound loaf 
f Velveeta “to help you save 
money.” Wonder what these fool- 
sh consumers do with all the 
oney advertisers help them save. 


vfs? 


Michigan ponders the sad fact 
that apples, formerly 75 per cent of 
ill the fruit eaten, now represent 
nly 16 per cent. Maybe they should 
start saying a few words regarding 
the potent possibilities of c-d-r. 


7, FV 


The National Industrial Adver- 
‘sers Association will devote a lot 
of its convention time to clinics. Be 
“areful, boys, when you start op- 
erating on Mr. Appropriation. 


Copy Cus. 


FINANCIAL ADVERTISING LEADERS 


Shown here as the Financial Advertisers Association opened its convention in 


Toronto are (left to right) Clifford Du 


Puy, Northwestern Banker, Des Moines, 


director of the FAA; Stephen H. Fifield, Barnett National Bank, Jacksonville, 

Fla., new FAA president; George O. Everett, First Citizens Bank and Trust Com- 

pany, Utica, N. Y., retiring president; Elwood A. Hughes, general manager of the 

Canadian National Exhibition; G. L. Spry, Canada Trust Company, and Preston 
E. Reed, executive vice-president of the association. 


Advertising Agency 


Sefs Precedent as 


Stipulation Signer 


Action Reveals Lesser 
Known Text of Wheeler- 
Lea Act 


Washington, D. C., Sept. 14.—The 
first Federal Trade Commission 
stipulation to be signed by an ad- 
vertising agency as well as the 
manufacturer was announced here 
today in a move which was viewed 
as both a reminder and a promise 
by the FTC of further such action 
along this tack. 

The case involved the Raymond 
Powell Company, Memphis agency 
for the Star Products Company, 
Houston, Tex. Inclusion of the 
agency’s signature in the stipulation 
halting advertising allegedly violat- 
ing the Wheeler-Lea act is expected 
to throw much emphasis upon that 
part of the act which permits the 
FTC to move against either adver- 
tiser, medium or agency. 

Observers pointed out that most 
agencies and publishers are under 
the impression that the law absolves 
them from responsibility for viola- 
tions, providing they supply the 
FTC with the name and address of 
the manufacturer for whom the 
copy was placed. 

This, in fact, is the wording of the 


act, but only insofar as criminal 
proceedings under the amended 
FTC act are concerned. In civil 


instances such as tke current case, 
the FTC is empowered to proceed 
against any or all of the parties in- 
volved. 

Today’s stipulation brings to a 
halt allegedly misleading copy for 
Blue Star Ointment. Copy asserted 
that “extra effective and soothing 
itch medicines in Blue Star oint- 
ment put a stop to itching torture 

(Continued on Page 28) 


DIRECTORY OF FEATURES 


Ad-libbing sos Oe 
Basic Business Index .. 28 
Coming Conventions 17 
Editorials . 12 
Getting Personal 23 
Information for Advertisers 12 
Obituaries aise . 26 
Photographic Review . 
Promotion Review .. = 
Rough Proofs ! 
Voice of the Advertiser ; 18 

*. 

&. 


Financial Conclave 
Analyzes War and 
Promotion Tasks 


Toronto, Sept. 14.-—— With Canada 
already at war and the United 
States about to consider the vital 
question of neutrality legislation 
again, it was logical enough for the 
Financial Advertisers Association, 
at its convention here this week, to 
devote much time to the economic 
and financial side of war. 

Another important trend in 
financial advertising, viewed with 
more cheerfulness than the ques- 
tion of war credits, was the in- 
creasing emphasis given by banks 
to selling their lending services di- 
rectly to the “man in the street.” 

Stephen H. Fifield, Barnett Na- 
tional Bank, Jacksonville, Fla., was 
elected president of the association. 
Other new officers are Robert J. 
Izant, Central National Bank, 
Cleveland; Victor Cullin, Mis- 
sissippi Valley Trust Company, St. 
Louis, and L. E. Townsend, Bank of 
America, San Francisco, vice-presi- 
dents; and Fred W. Mathison, Na- 
tional Security Bank, Chicago, 
treasurer. Preston E. Reed con- 
tinues as executive vice-president 
in Chicago. 


Canada Is Safe Haven 


Canada was pictured as a safe 
haven for the investment dollars of 
Americans, regardless of the war, 
by Floyd S. Chalmers, editor of the 
Finaneial Post, Toronto, in a lunch- 

(Continued on Page 30) 
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Networks Adopt 
Rigid Rules on 
War News Reports 


Personal Opinions Are 
Barred; WMCA Faces 
FCC Charges 


Washington, D. C., Sept. 14.—All 
war news broadcasts, whether spon- 
sored or unsponsored, will remain 
“in strictest control of the broad- 
casters” and will exclude anything 
that savors of propaganda or per- 
sonal opinion, under terms of an 
agreement announced Monday by 
Neville Miller, president, National 
Association of Broadcasters, follow- 
ing a meeting with the Federal 
Communications Commission. 

One of the first manifestations of 
the new code was felt last night 
when Liberty, broadcasting over the 
Blue network of National Broad- 
casting Company, announced that 
sensational disclosures of subversive 
activities by the German-American 
Bund, involving a “foreign power,” 
would necessarily be suppressed 
under the new regulations. 


FCC Takes Action 


The determination of the FCC to 
maintain strict supervision of 
broadcasting in the United States 
in the interest of neutrality was 
evidenced yesterday when it pre- 
ferred charges of intercepting mes- 
sages in contravention of the inter- 
national radio treaty of 1932 against 
WMCA, New York, and demanded 
that it show’ cause why its license 
should not be revoked. The FCC’s 
attention is said to have been called 
to WMCA’s aggressiveness in cover- 
ing war news by an advertisement 
printed in a radio publication, 
claiming a “scoop” in decoding radio 
messages of belligerents. 


Bars War Propaganda 


The new agreement on war news 
coverage, to which all major net- 
works are parties, contains the fol- 
lowing provisions on commercial 
programs: 

“No propaganda in connection 
with the war will be allowed in 


(Continued on Page 6) 


Zonite Antiseptic to Kastor 


. Last Minute News Flashes 


New York, Sept. 15.—Zonite Products Corporation has appointed 
H. W. Kastor and Sons Advertising Company to handle promotion of 


Zonite Antiseptic. 
cations will be started in 


New York office will be in charge. 


A campaign on the product’s feminine hygiene appli- 
newspapers in 
Small space copy will be used at frequent 


major markets next week. 
intervals. The agency’s 


Wahl Account to Ruthrauff & Ryan 


Chicago, Sept. 


15. — Wahl Company, 


manufacturer of Eversharp 


fountain pens and automatic pencils, today appointed Ruthrauff & Ryan 
as its advertising agency. The appointment becomes effective Jan. 1. 


Van Camp’s Launches Newspaper Drive 

Indianapolis, Sept. 15.—Van Camp’s, Inc., has launched a campaign 
to run continuously in 191 newspapers throughout the country until 
May, 1940, Ray N. Peterson, advertising manager, said today. A varied 
series of 100-line insertions will be used to promote gach of the com- 


pany’s four products. Calkins & 


Holden, New York, is the agency. 


Considered as a test, success of this drive will result in expanded effort, 


Mr. Peterson added. 


Broadcasters Gird for Finish 
Fight Over Music Control 


Set Up $1,500,000 War 
Chest for Creation of 
Own Sources 


Chicago, Sept. 15.—Translating 
its long smoldering revolt against 
the American Society of Composers, 
Authors and Publishers into action, 
the radio industry, under the lead- 
ership of the National Association 
of Broadcasters, today voted with- 
out a dissenting voice to invest $1,- 
500,000 or more in creation of a 
music company to break the 
ASCAP’s grip on the industry. 

After a score of votes had been 
cast in favor of the proposal, with- 
out one against it, the convention 
at the Palmer House discarded the 
roll call in favor of a viva voce 
vote, which revealed that broad- 
casters are as willing to support the 
new movement with their check 
books as with cries of indignation. 
The united front came as a sur- 
prise to those unfamiliar with the 
progress made by Neville Miller, 
NAB president, in healing old 
wounds and bringing erstwhile op- 
ponents together. 


Stations to Buy Stock 


The plan for creation of a music 
pool in competition with ASCAP 
was developed by Sydney M. Kaye, 
attorney, in cooperation with the 
NAB copyright committee. This 
corporation, tentatively named 
Broadcast Music, Inc., will sell 100,- 
000 shares of stock to broadcasters 
at $5 a share, though the par value 
is $1. The other $4 will create an 
immediate surplus for its opera- 
tions. Allocations of stock to sta- 
tions will be made on the basis of 
their 1937 payments to ASCAP. 
Thus, a broadcaster who paid 
ASCAP $10,000 in 1937 will invest 
$5,000 in Broadcast Music, Inc., of 
which $1,000 will be for 200 shares 
of stock and $4,000 will provide 
needed working funds. This $4,000 
will also give the stockholder a li- 
cense to play the corporation’s cata- 
log of music, this license to be is- 
sued for the minimum period of one 
year. 

Broadcast Music, Inc., will be ad- 
ministered by seven directors: Mr. 
Miller, NAB president, who will 
also serve as president of the corpo- 

(Continued on Page 29) 


Stanley Knisely 
Slated for ABP 


Executive Post 


New York, Sept. 15.—Stanley A. 
Knisely, advertising manager of 
Republic Steel Corporation, Cleve- 
land, and president of the National 
Industrial Advertisers Association, 
will be chosen for the post of ex- 
ecutive vice-president of the Asso- 
ciated Business Papers, Inc., it was 
reported today. 

Mr. Knisely, who will preside 
over the convention of the NIAA 
in New York beginning Sept. 20, is 
expected to be formally chosen as 
the executive director at a meeting 
of the executive committee of the 
ABP to be held at Skytop, Pa., Sept. 
18, prior to the convention of the 
National Publishers Association, 
ADVERTISING AGE was informed. 

He will succeed H. J. Payne, who 
resigned effective Sept. 1 to become 
a vice-president and director of the 

(Continued on Page 4) 
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New Powder Puff 
Quickly Captures 


Feminine Market 


Six-Month Old Product 
Gets First National 
Consumer Copy 


Chicago, Sept. 14.—The merchan- 
dising-advertising drive responsible 
for the success of the Juva-Tex 
automatic compact in less than six 
months will be intensified during 
the fall and winter season, a spokes- 
man for the manufacturer, Charles 
E. Zimmerman, said today. 

First national consumer copy for 
the 25-cent item whose _ users 
already run into the millions, was 
a color page in the current issue of 
The American Weekly. This inser- 
tion followed a campaign in beauty 
field publications and several] news- 
paper insertions placed by distribu- 
tors. National magazines will be 
used from now until Christmas. 

The Juva-Tex is notable, not 
only for its simplicity of construc- 


tion and apparent ability to fill an semen 


| 


| 


enormous potential demand, but | 
also for the manner in which dis- 
tribution has been built up. Ac- 
cording to a company spokesman, 
this has been achieved solely 
through a concentrated merchandis- 
ing-advertising drive. 

Preprints of the color copy in 
eed publications were used in a 

teady direct mail campaign aimed 
- a widening list of possible out- 
lets. When distributors were ac- 
quired they were helped in cultiva- 
tion of regional areas with news- 
paper copy and extensive point of 
sale aids. Emphasized by this 
spokesman was the fact that the 
merchandising effort began several 
months before the appearance of 
publication copy in order that the 
copy itself might achieve maximum 
results. Similar use was made of 
preprints of The American Weekly 
copy, with the tota] result estimated 
at an 80 per cent achievement of 
all possible outlets. 

He credited the novelty of the 
product; its obvious answer to a po- 
tential feminine demand and a satis- 
factory retail mark-up as factors 
which helped to make this merchan- 
dising successful. 


Uses Airfoam Rubber 


The compact has been developed 
and is manufactured by Charles E. 
formerly associated 


with the Air-Way Electric Appli- 
ance Corporation. It is made from 
the Airfoam sponge rubber of the 
Goodyear Tire & Rubber Company, 
and while the tire company coop- 
erated with Mr. Zimmerman, it has 
no connection with the compact 
company except as a supplier of 
the material. 

The circular disc forming the 
compact is filled through a slit in 
its side with a ten-day supply of 
powder and used in the regular 
way. It is carried in a packet of 
Goodyear pliofilm. Smoother ap- 
plication and no spilling of the 
powder are the chief advantages. 

Future copy is scheduled for Es- 
quire, Life, Modern Fiction Group, 
Simplicity’s Prevue and Vogue. All 
insertions will be page size and 
most of them will be in two colors. 
This list is subject to possible ex- 
pansion, it was said. Monthly 
color spreads are to be continued 
in American Hairdresser and Mod- 
ern Beauty. 

Joining the Juva-Tex face com- 
pact is a similar product of a larger 
size designed for bath use. This re- 
tails for 50 cents. Both will be the 
object of special promotion for the 
holiday season in gift assortments. 
The Esquire copy is being used 
especially for this purpose. 

Gourfain - Cobb Advertising 
Agency is in charge of the account. 


Getting past the buffer men 


Only controlled circulation gets 100% 
consideration for your advertising message 


Every important executive is surrounded by 


a staff of subordinates. 
details ... 


They carry out minor 
they also act as a buffer between 


important exe 


money trying to break through the barriers to 


cutives? Why waste important 


executives’ time and money? Remember this: 


him and a world seeking his time, attention 
and energy. This is a necessary dispensation if 
he is ever to get things done. 


But, frankly, where does that leave a sub- 
scription salesman who is trying to gain the 
coverage of important men so that your adver- 
tising message can reach those men and influ- 
ence their buying decisions? 


We believe you know as well as we do, where 


that leaves the salesman. 


In fact, 
magazines have abandoned subscription selling 


the publishers of certain business 


—with some of the most startling results in 


recent publishing and advertising history. 


These publishers said, “Why waste time and 


not price, but editorial value determines how 
well a book is read. All right. Let’s make our 
And 


then let’s place our books in the hands of every 


books so good they can’t be tossed aside. 


important man. market-wise, in our specific 


markets.” 


So came the idea of controlled circulation. 
From the very start it was a whooping success. 
You can see that simply by weighing the volume 
of advertising in the publications listed below. 
Maybe you can see also the value of Controlled 
Circulation Publications to you. In any case, 
we suggest you call in a representative of the 
C.C.A, publication for your industry. He has a 


remarkable story to tell. 
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THIS ADVERTISEMENT IS SPONSORED AND PAID FOR BY THESE LEADING C. C. A. PUBLICATIONS 
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Bakers Review 


The Printing Industry 


Bankers Monthly 


Hitchcock’s Machine Tool Blue Book 


Better Roads 


Graphic Arts Monthly and 


Mill & Factory 
Modern Machine Shop 
National Jeweler 


New Equipment Digest 


Hospital Topics & Buyer 


Compressed Air Magazine 


Industrial Equipment News 


Construction Digest 


Industrial Power 


Contractors and Engineers Monthly 


Jobber Topics 


Diesel Progress 
£ 


Liquor Store & Dispenser 


Drug Topics 


Machine Design 


Dun’s Review 
Meat 
Electric Light & Power 


Medical Economics 


Electrical Dealer 
Electrical Manufacturing 
Excavating Engineer 
Fleet Owner 


Golfdom 


CONTROLLED 


The Office 
Magazine of Office Equipment 


Petroleum Marketer 

Pit and Quarry Handbook 
Premium Practice 
Progressive Grocer 

Roads and Streets 

Rug Profits 

Soda Fountain 

Super Service Station 
Syndicate Store Merchandiser 
Tires 

Western City 

What's New in Home ‘Economics 


Wood Products 


| 
| 
| 
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CIRCULATION PUBLICATIONS 


FIRST NATIONAL COPY FOR UNIQUE DEVICE 


Amazing New Loose Powder 


Inaugurating consumer promotion of the new 
Zimmerman, Chicago, used this color page in The American Weekly. 


MOLDS 10 DAYS SUPPIV 


Washable ~10 to 20 Times. 
tach Washing... 


Automatic lompact 


Miraculous Hiry-Foomy Substance with 
Millions of Tiny Cells Actually Breathes 
Your Faverite Powder Sate veur sip 


.- Gets Better with 
Cuts Compact Cost to About kk 


We memes os pewten tall dows M8, mp 
see 


“automatic compact," Charles E. 


Gourfain- 


Cobb Advertising Agency is in charge. 


Ruheoo Pictare 
Stories to Key 
National Copy 


(Picture on Page 31) 

San Francisco Sept. 14.—Employ- 
ing the continuity technique which 
the picture magazines introduced to 
the country with such telling effect, 
the Paraffine Companies will con- 
duct the largest fall campaign in its 
history in behalf of Pabco linoleum 
and floor coverings. 

Each advertisement in the new 
series will show from four to five 
room scenes in a home, with the 
photographer accompanying the 
housewife on her inspection tour 
as the salesman displays completed 
rooms. The continuity angle is em- 
phasized by use of the first person 
as the prospect relates the story of 
her adventures, ending on a note 
of pride in her redecorated kitchen. 

The magazine schedule, including 
American Home, Farm Journal and 
Farmer’s Wife and The Saturday 
Evening Post, will be supported by 
a comprehensive program of dealer 
helps, of which the leader is the 
Pabco Scrap Book. This volume 
has heavy permanent sheets as well 
as tissue sheets which are repro- 
ductions of the former. The tissue 
may be torn out and marked up 
with any additions desired by the 
dealer. Between the company sales- 
man and his customer, a.complete 
local advertising program may be 
developed quickly. 

Harry W. von Morpurgo, director 
of advertising, said that the entire 
campaign was designed to help 
dealers “trade up” in their promo- 
tion and sales efforts. 
ing emphasis on superior values, the 


Concentrat- | 


campaign, he believes, will divert 
dealers’ minds from the old buga- 
boo of price cutting. Fall plans will 
be rounded out with dealer copy 
in such papers as Furniture Age, 
Rug Profits and Western Home Fur- 
nisher. Emil Brisacher & Staff 
handles the account. 


17% of Families Buy 
44%, of Soft Drinks 


The 17 per cent of families con- 
stituting the upper income group in 
New York City buy 44 per cent of 
the bottled soda and soft drinks 
sold in grocery stores, according to 
a recent survey by the New York 
Times. The 37 per cent of families 
in the middle bracket account for 
31 per cent of the market. 

Weekly sales per 1,000 families 
were found to be 10,705 bottles for 
the highest group, 3,580 bottles for 
middle income families, and 2,396 
for low income families. Ginger 
ales, club sodas, flavored drinks, 
lime and lemon mixers, colas and 
similar carbonated beverages were 
included in the survey. 


Open Joint Sales Office 


‘Polygraphic Company of Amer- 
ica, New York, and Vermont Grav- 
ure & Litho Corporation, Benning- 
ton, Vt., have opened a joint sales 
office at 80 Boylston street, Boston, 
to service their New England ac- 
counts. Thomas S. MacMechan, 
formerly in charge of the Boston 
office of the United States Printing 
& Lithograph Company, has been 
appointed New England sales man- 
ager of the two companies. 


McCann Gets C & O 


Chesapeake & Ohio Railway 
Company, Richmond, and its sub- 
sidiary, Pere Marquette Railway, 
Cleveland, have appoinfed the 
Cleveland office of McCann-Erick- 
son to direct their advertising. Plans 
are now being prepared for 1940. 
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“One tiny corner worth 
hundreds of dollars” 


a PRACTICAL BUILDER 


59 E. Van Buren St. - - - - - 


R. J. Castle, Bantam, Conn. 


--.- One of 


70.000 
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Exit the One-Horse Farmer 


For 25 years The Farmer-Stockman has encouraged the invasion of agriculture by the Machine 


Age, meanwhile recognizing and coping with resulting economic and social problems in its wake. 


ACK in 1912-14 the farmer was offered a 

crude and curious mechanical contrivance 

the makers of which decided to call a tractor. 

In appearance this new device ranged from 

a steam roller to a Civil War Gatling gun. Some 

had four wheels, some three and others only 

two. A few boasted two cylinders, most could 

claim only one. Under the loving care of an 

expert mechanic it actually would run part of 
the time—and pull a plow. 

Yet the staff of The Farmer-Stockman be- 
lieved in this strange device and took it to 
heart. In 1915 we ran one of the first tractor 
shows held in the United States. These con- 
tinued until 1917 when the tractor industry 
itself took them over. 

As the years passed by we noted every im- 
provement made in the tractor and pointed 
these out to our readers. We warned them that 
the tractor had come to stay and that farmers 
would have to adjust themselves to the me- 
chanical mule. 


HE idea of giving up their horses and mules 
T troubled many farmers. They just couldn’t 
see it at first. But we pointed out the big saving 
in time in getting the land prepared for seeding 
immediately after harvest. We argued that the 
tractor was not affected by heat and flies in 
the summer time; that with the tractor the 
farmer could go right ahead in the hottest 
weather and get his land tilled. 

These arguments stuck and the teams were 
replaced with tractors. We were as sorry as 
the farmer to see Old Dobbin go. But go he 
must, for muscle cannot compete with steel. 


E early saw some of the social and eco- 
W nomic effects of the tractor. We warned 
our readers of what the tractor and combine 
would do in increasing the size of farms. We 
knew and pointed out that this meant the dis- 
possession of some farmers. 


POWER FARMING GOES STREAMLINED IN 1939 


a 


POWER FARMING GOT OFF TO A FLYING START IN THE SOUTHWEST WITH THIS TYPE OF TRACTOR 


With the perfection of the row crop tractor 
a revolution began in the cotton belt. The 
farmer who had grown 50 acres of cotton with 
teams bought a tractor, rented another farm 
and easily grew 150 acres of cotton. 

But while he was doing that the family once 
living on the adjoining farm found itself home- 
less. 


LARGER adjustment to mechanized farming 

lies ahead of us. The number of farms 
and, hence, the number of farm families will 
grow fewer each year. But since the total farm 
market is increasing with some increase in pop- 
ulation, the spendable farm income, per family, 
will increase. 

As industry has adjusted itself to machines 
which replaced muscle, so must our farms ad- 
just themselves to motorized farming. 

We on the staff of The Farmer-Stockman 
believe it is our duty to contribute to an under- 
standing of the social and economic effects of 
mechanical farming which is moving with ir- 
resistible force over the land. 


© Ye Back 


One of the staunchest pro- 
ponents of mechanized farming 
in the Southwest is Farmer- 
Stockman Editor Clarence 
Roberts. For twenty-three years 
he has been studying, writing 
and advocating the power 
farming road to a sounder a@ri- 
cultural structure for Okla- 
homa and Texas farmers. 


ROBABLY at no time in the thirty-year his- 

tory of The Farmer-Stockman has its 
influence on readers been better demonstrated 
than in 1915 when it attracted 35,000 visitors 
to the Southwest's first tractor show, which it 
sponsored at Enid, Oklahoma. Farmers from 
five states flocked in... were given a preview 
of every make of tractor .. . saw these tractors 
demonstrate their abilities in actual field work. 
This demonstration and one on the following 
year resulted in the sale of more than five 
thousand tractors to the farmers of this area. 
Power farming brought more efficient, more 
profitable and better farming to the Southwest. 
The Farmer-Stockman has been built on this 
same substantial foundation of service. 


THE FARMER-STOCKMAN 
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ADVERTISING AGE 


Electric Razor 
Manufacturers Term 
Field ‘Stabilized’ 


Look to Increase Over 
Last Year's $10,000,000 
Gift Volume 


New York, Sept. 13.—With new 
models, prices and merchandising 
set-ups in readiness, leading electric 
shaver manufacturers who last year 
benefitted from aé_ gift business 
approaching $10,000,000, this week 
put plans into high gear and sat 
back in anticipation of an even bet- 
ter season than they enjoyed in 
1938. 

Aside from enthusiasm over their 
own products, much of the optimism 
stemmed from a feeling that the 
shaver field has finally reached a 
condition which can be accurately 
described as “stable.”’ Competition 
of the $1.98 variety, which for a 
time threatened the price structure 
of the industry, has been virtually 
eliminated and annoying litigation 


has, to a large degree, subsided. 

One of the outstanding promo- 
tional developments this season is 
the widely advertised plan of Schick 
Dry Shaver, Inc., to accept trade- 
ins against the purchase of its new 
“Captain” model. This plan was 
described in ADVERTISING’ AGE, 
Aug. 28. 


New High Priced Model 


Gem-lectric Division, American 
Safety Razor Corporation, joined the 
fall shaver sweepstakes this week 
by uncovering a spirited entry that 
boasts a number of new tricks 
which have not hitherto been seen 
in the field. 

The outstanding new feature con- 
sists of a light mounted near the 
shaver head, to illuminate the face 
while the shaver is in operation. 
Gem is concentrating muck of its 
selling force on this point. The 

x shot in the campaign, a 
color page in the Sept. 30 issue of 
The Saturday Evening Post, carries 
little copy, permitting the reader’s 
gaze to rest on a drawing of the 
razor and the white beam of light 
emanating from the head. 


Features Highlighted 
Copy is almost exclusively con- 
fined to listing the advantages of 
the new Gem-lectric. These are, 
in addition to the built-in face light, 


a two-way shaving head, said to 
give a perfectly clean shave; a 
starter switch which eliminates 
“fumble-starting,” and a radio in- 
terference suppressor. These im- 
provements are summed up by Gem 
as “features of the future.” The 
new shaver is priced at $15.75 and 
is supplied in an attractive case that 
is intended to appeal to woman gift 
buyers. Other Gem models are 
priced at $12.50. 

Although the full schedule has 
not yet been completed, it is under- 
stood that the initial Post insertion 
will be followed by large-space 
insertions in Collier’s, Esquire and 


Life, for the fall and Christmas 
season. Later, newspapers will be 
employed. 


The technique of subordinating 
copy to the highlighted features of 
the new instrument will be con- 
tinued in future insertions. What 
little copy is used, however, will 
tell the story compactly. One ad- 
vertisement will say, “Snap the 
switch on the new Gem-lectric 
Face-Lite Shaver! The motor starts! 
On goes the Face-Lite! You're off 
to a perfect shave. You see every 
whisker—get every whisker. That 
two-way shaving head gets ’em 
going and coming—long ones, short 
ones—silky beards or wiry. And 
man, does it shave clean—right at 
the skin-line! For a revelation in 
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700,000 Reader Families 


NATIONAL SPORTSMAN—HUNTING & FISHING. like white water in the rips, will speed you quicker 


| get more power, pull and 


ake sportsman market 


sction—more sales at lower cost—from advertising 


.. . $0 strong is our reader influence that an editorial urging protest against 4 


firearms bill registered 100,000 complaints in Washington, while an article praising a certain fly started 


a national furore among fishermen and netted over 84,000 sales for one manufacturer. 


As for action along the advertising front, a large liquor company writes us that although the average 


inquiry cost from seven publications was $1.63, National Sportsman—Hunting & Fishing hit a new low 


with an inquiry cost of 37c. A well-known remedy manufacturer compliments us on achieving the lowest 


inquiry cost in his entire 


quiries, made 18 immediate direct sales for their 


list of 70 publications. 
$49.50 boat 


One small ad for a boat company turned in 1.026 in 


Our recent reader survey gives you all the facts and figures on this remarkably responsive and profitable 


Ask for The Inside Story of the Outdoor Man. 


NATIONAL SPORTSMAN — HUNTING & FISHING 


market for your product. 


466 Madison Ave. 
Now York 


275 Newbury Street, Boston 


The Major Selling Force in the Responsive Sportsman Market 


6%. Michigan Ave. 
Chicago 


electric shaving ask your dealer to 
demonstrate the only shaver with 
all these features.” 

In a message to dealers, the com- 
pany, which entered the highly 
competitive field little more than a 
year ago, attributed its hesitation in 
lsunching a new model to a desire 
tc see the field stabilized before 
bringing out a “years ahead” prod- 
uct. Now, the declaration states, 
the field is stabilized and the new 
model is the result. Federal Adver- 
tising Agency handles the account. 


Remington Prices Slashed 


General Shaver Corporation, con- 
centrating on emphasis of its Dia- 
mond-brand head, rather than on 
the introduction of a new model, 
today broke copy in 75 newspapers 
to announce a price reduction which 
brings its least expensive model 
down to $7.50. This is the Rand, 
which formerly was $9.50. The 
Speedak, a _ recently introduced 
“vest-pocket” model, has come 
down from $12.50 to $10, and the 
Remington, General Shaver’s pride, 
has been reduced a dollar to $14.75. 

Through September and October, 
the campaign, placed through Bat- 
ten, Barton, Durstine & Osborn, 
will continue in newspapers on the 
price announcement basis. In No- 
vember and December, 10 leading 
national magazines will be em- 
ployed, with copy playing up gift 
buying. Final selection of the maga- 
zines has not yet been made. As an 
added inducement to gift purchas- 
ers, General is supplying the Rem- 
ington in a special container which 
can be used as a Cigarette box by 
the housewife, while hubby keeps 
his shaver in its regular case. This 
item retains the old price of $15.75. 

Spokesmen in the industry ex- 
pressed the belief that the war 
would not hamper the gift volume, 
and in fact might provide shaver 
manufacturers with an extended 
market among aviation, dock, ship- 
ping and other workers who will 
benefit by a war boom. While the 
shaver market was originally a 
white collar one, there is a tendency 
on the part of the man in overalls 
to play around with what he for- 
merly considered a sissy’s toy. 


NBC Wins Reversal 
of Verdict in 
Radio Libel Case 


Philadelphia, Sept. 12.— The 
Pennsylvania Supreme Court last 
week reversed a decision of the 
Allegheny County court which had 
awarded the Summit Hotel Com- 


pany of Uniontown damages of 
$15,000 based on a _ slander suit 
against the National Broadcasting 


Company, and growing out of an al- 
leged defamatory remark made by 
Al Jolson, stage, radio and screen 
star, while interviewing Sam Parks, 
national open golf champion in 
1935. 

In the appeal it was brought out 
that NBC had rented its facilities 


ito the J. Walter Thompson Com- 
| pany, which in turn, had sold the 


| time to Shell Eastern Petroleum, 
| Ine. 
In the original decision of the 


| Allegheny County court, Judge W. 

Heber Dithrich had ruled that a 
| broadcasting company “is responsi- 
| ble for what it broadcasts.” 

In the ruling of the Supreme 
Court, Chief Justice John W. Kep- 
|hart handed down the following 
| decision: 

“A broadcasting company that 
leases its time and facilities to an- 
other, whose agents carry on the 
program, is not liable for an inter- 
jected defamatory remark where it 
appears that it exercised due care 
in the selection of the lessee, and 
having inspected and edited the 
script, had no reason to believe an 
extemporaneous defamatory remark 
| would be made.” 


Plan AFA District Meet 


The fall convention of the first 
district of the Advertising Federa- 
tion of America will be held early 
in October in New Haven, Conn., 
Jerome A. Young, lieutenant gov- 
lernor of the district, has announced. 


September 18, 1939 


ABP CHOICE 


Saslor Knisely 
Slated for ABP 
Executive Post 


(Continued from Page 1) 


magazine division of the F. W. 
Dodge Corporation after ten years’ 
service with the business publish- 
ers’ organization. 

A native of Canton, Ohio, Mr. 
Knisely became a reporter on the 
Canton Daily News at an early age, 
later rising to the position of man- 
aging editor. In 1917 he became 
telegraph editor of the Cleveland 
Plain Dealer and subsequently city 
editor. In 1920 he left the news- 
paper to join the National Paving 
Brick Association as assistant sec- 
retary in charge of advertising and 
seven years later was appointed di- 
rector of research and advertising 
of the Flat Rolled Steel Association. 

He became affiliated with Repub- 
lic Steel in 1934 in charge of all 
advertising of the parent company 
and subsidiaries. 


Weekly Copy for 
Standard Milling 

Weekly advertisements in news- 
papers, starting with a premium 
offer, will be used by Standard 
Milling Company, Chicago, to con- 
stitute its largest promotion effort 
in recent years. Initial copy will 
offer Pervel Celluprintz curtains for 
25 cents and sales slip showing pur- 
chase of Ceresota, Heckers’ or Aris- 
tos flour. 

Follow-up copy ‘will present “old 
world” recipe discoveries by Nancy 
Holmes, Standard’s baking expert 
Leo Burnett Company, Chicago, 
handles the account, Andrew Dun- 
can being in charge. 


Packer to Fawn 


A. S. Packer, New York illustra- 
tor, has joined Fawn Art Studios, 
Cleveland. Effective Oct. 1, Mario 
DiSantis and Mel O’Hara, both of 
General Electric Company, will join 
Creative Art, Inc., and Fawn Art 
Studios, Inc. 
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BABIES LANDSCAPES 
BATHING MOTORING 
CHARACTERS NAUTICAL 
bOGS OFFICE 
FAMILY RAILROAD 
FARMING SCHOOL 
FOOD SHIPPING 
GIRLS SPORTS 
HISTORICAL WINTER 
INDUSTRIAL ZOOLOGICAL 
All in a fifty-page spiral 
bound catalog—yours for 
the asking. 
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7240 Ogontz Ave. Philadelphia, Penna. 
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The dual role 


Most advertising media act a dual role. 

They entertain, they instruct, they furnish news, or are 
otherwise useful. This is the first rdle. Then, in addition, 
they carry advertising. This is the second role. Sometimes 
the two roles interfere each with the other. And this 
is serious. 

For instance — radio. In the recent hectic weeks, we 
have seen costly radio programs interrupted, taken off 
the air, shifted, smashed—because radio has had to play 
its more important role. No one can kick, because radio is 
performing an amazingly important public service. But it is 
hard on you advertisers. War or no war, you've got to 
sell your groceries. To a greater or lesser extent, you may 
expect interruptions as long as shells scream in Europe. 
And every autumn, you may expect interruptions as long 
as politicians scream over here. No matter who is elected, 
you've got to sell your groceries. 

For instance—newspapers. When big news breaks, it 
must be given space. The newspaper plays its most im- 
portant role. But you advertisers are sometimes dropped, or 
you miss editions, or you are denied the positions you desire. 
And you've still got to sell your groceries. 


In general, the things that make a dual-réle medium 
powerful interfere tragically with the interest in advertising. 
After a dose of war news, we shut off the radio and discuss 
it. After a jolting front page, we lose our mood for the back 
of the paper. 

Criterion Service is frankly and openly just an adver- 
tising medium. It is only an advertising medium. It is 
nothing but an advertising medium. It plays that single 
role. It is not all cluttered up with other duties. It is not 
ashamed of the fact that it renders no extraneous public 
service. It takes the stand that being a sound, ubiquitous, 
nation-wide, inexpensive advertising medium is public serv- 
ice enough. 

Because of its single rdle, Criterion Service is never in- 
terrupted. Once a lease is signed, the space is yours. You’ve 
got to sell your groceries, and, war or no war, election or no 
election, Criterion Poster Displays keep on selling them for 
you, day and night, seven days a week, right where the 
crowds are, right where the stores are, right where th” 


crowds can buy. 


CRITERION SERVICE 


Selective poster advertising in naborhood shopping centers 


420 Lexington Avenue, New York, N.Y. 
Mohawk 4-7343 


612 North Michigan Avenue, Chicago, II. 
Superior $757 


216 Tremont Street, Boston, Mass. 
Hubbard 1057 
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Networks Adopt 
Rigid Rules on War 
News Broadcasts 


(Continued from Page 1) 


either the commercial announce- 
ments or the context of commercial 
programs. Nothing in this shall be 
interpreted as barring straight news 
or news analysis, as herein de- 
scribed, from commercial pro- 
grams.” 

The gist of the restrictions on 
news broadcasts appears in the 
paragraph governing ‘domestic 
news.” 

“All news broadcasts, whether 
sponsored or unsponsored, are to 
remain in the strictest control of the 
broadcaster in order that the stan- 
dards herein set forth may be main- 
tained,” says this section. 


Editorializing Taboo 


“News analysts are at all times 
to be confined strictly to explaining 
and evaluating such fact, rumor, 
propaganda, and so on, as are avail- 
able. No news analyst or news 
broadcaster of any kind is allowed 


2: 


A brilliantly conceived advertising and selling 
operation may be lacking in some vital par- 


l . 
to express personal editorial judg-|or not there has been a raid. Also, 


;ment or to select or omit news with | we will avoid descriptions of hypo- 


'the purpose of creating any given | 


effect, and no news analyst or other 

|'news broadcaster is to be allowed 
to say anything in an effort to influ- 
ence action or opinion of others one 
'way or another. Nothing in this 
‘is intended to forbid any news 
broadcaster from attempting to 
evaluate the news as it develops, 
provided he substantiates his evalu- 
ation with facts and attendant cir- 
|cumstances. His basis for evalua- 
tion should of course be impersonal, 
sincere and honest. 

“In order not to keep the public 
unduly disturbed and alarmed, each 
broadcaster, exercising his own 
news judgment, will endeavor to 
interrupt programs for news bulle- 
tins as little as seems consistent 
with good operations.” 


Avoid Horror, Suspense 


The prelude to the new code sets 
forth that “Every effort consistent 
with the news itself is to be made 
to avoid horror, suspense and undue 
excitement. Particular effort will 
be made to avoid suspense in cases 
where the information causing the 
suspense is of no particular use to 
the listener. For example, news of 
air raid alarms should not be broad- 
cast until we actually learn whether 


iSSIn " link 


lication 


at home. 


thetical horrors which have not 
actually occurred, such as discuss- 
ing the things that might go on if 
another ship were to be torpedoed. 
In all broadcasts about the plight 
of refugees, the number of killed 
and wounded and so on, we will use 
our best news judgment and try to 
avoid undue shock to the radio 
audience, without taking upon our- 
selves an unjustifiable responsibility 
for concealing the evils of war. 

“Broadcasters will, at all times, 
try to distinguish between fact, offi- 
cial statement, news obtained from 
responsible official or unofficial 
sources, rumor, and matter taken 
from or contained in the foreign 
press or other publications, so that, 
by reporting and identifying these 
sources, we can help the radio audi- 
ence as much as possible to evaluate 
the news brought to it.” 


To Weed Out Propaganda 


Discussing broadcasts from Eu- 
rope, the agreement pledges the 
signatories to sift propaganda out of 
the news. The stations are given 
freedom in the number of such 
broadcasts, but they agree, as far as 
possible, to have these broadcasts 
made by Americans. 

“Speeches by foreigners from 


using publications which they read 


But do you merchandise 


that advertising by taking space in 
the medium which they read in their 
offices—your point of sale? 


$$$ Much of the selling punch in 
your copy can be lost in the carry- 
over from home to office. 


$$$ The one and only national pub- 


for management executives 


that prevents this loss is The Wall 
Street Journal. 


86 per cent of its 


subscribers read it in their offices at 
their desks. 


$$$ It gives you, per advertising dol- 


ticular and produce only indiffer- 


ent results. 


$$$ Study your program and ask 


yourself whether there is 
portant “missing link.” 
pay you to find it. 


$$$ If your advertising is aimed 


at high executives. you may be 


an im- 


It will 


~ 
— 
al 


> 


SELLS waracenerexecurves 


mG See. = 


lar, more readers who are active man- 
agement-executives of industrial corpo- 


rations with assets of 
$1,000,000 than 


any other publication— 


over 


magazine or newspaper. 


$$$ Make your cam- 
paign more productive 
by completing it with 
The Wall Street Journal. 
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With newspaper dispatches having established the gas mask as a vital accessory 
to the well dressed man and woman abroad, B. F. Goodrich Company offers a 
timely exposition of how it contributes to scientific advancement during time of 
peace. The illustration shows an oxygen mask for use in stratosphere flights. 


abroad, public proclamations and 
statements and like matter are to be 
handled by each individual broad- 
caster in such manner as he deems 
best to serve his audience,” the code 
continues, “but it is essential that 
fairness to all belligerents be main- 
tained, and that this phase of the 
operations be carried out in such a 
way that the American audience 
shall be as completely and fairly 
informed as possible.” 

The Federal Communications 
Commission charges Station WMCA, 
New York, with violating the treaty 
which guarantees the secrecy of 
radio messages. Under the law the 
FCC is empowered to suspend the 
license of any station for such viola- 
tions. In addition, the radio act of 
1934 provides that any person inter- 
cepting and publishing or broad- 
casting messages not intended for 
public use may be jailed tor two 
years or fined $10,000, or both. The 
Knickerbocker Broadcasting Com- 
pany, operating WMCA, is headed 
by Donald Flamm. 

A large part of the FCC's evi- 
dence is said to consist of one of 
WMCA’s own business paper adver- 
tisements in which it quotes New 
York dailies, notably the World- 
Telegram and Daily News. George 
Ross, of the World-Telegram, is 
quoted as follows in the advertise- 
ment: 


Naval Code Deciphered 


“The major networks during the 
\last two weeks have been envious 
pt a smaller chain's scoop in the 
international situation. . The lesser 
station that has carried sensation- 
ally exclusive news has_ been 
WMCA, which has not the extensive 
access to sources abroad as the large 
etherized networks. For example, 
WMCA flashed the British Admir- 


alty orders and the secret German 
naval orders before these became 
public knowledge, and the story of 
the exclusive is this: Several weeks 
ago the station hired an expert on 
naval code who stationed himself 
near the short-wave receiver of a 
local morning newspaper. As secret 
orders from shore to ship were 
flashed from England and Germany 
he quickly decoded them and 
rushed his findings to the micro- 
phones.” 


FLAMM DENIES ANY 
WMCA VIOLATIONS 

New York, Sept. 13.—Donald 
Flamm, president of Station WMCA, 
denied here today that his station 
had intercepted and_ rebroadcast 
secret war messages transmitted by 
the German and British govern- 
ments, as charged by the Federal 
Communications Commission. 

In his statement, Mr. Flamm de- 
clared that: “We wish to emphasize 
that WMCA has committed no vio- 
lations of any regulation, and that 
its broadcasting of news was done 
only through accredited and respon- 
sible news gathering agencies.” 


Called Promotion Stunt 


The station head said that the 
advertisement which appeared in 
Radio Daily, quoting newspaper re- 
ports to the effect that WMCA had 
gained exclusive news reports by 
hiring a naval code expert to de- 
code short wave messages from 
abroad, was a “promotional stunt.” 
He said that the purpose of the 
advertisement was to call attention 
to WMCA’s alertness in covering 
the war, and that erroneous im- 
pressions in the newspaper clippings 
reproduced in the advertisement 
were not corrected because the sta- 
tion desired to protect its news 
sources. 


EDITOR UNCOVERS 


HOT 


STUFF 
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Old Accounts Get 


Year of Grace 
in Radio Code 


Chicago, Sept. 13.— Though the 
poard of directors of the National 
Association of Broadcasters today 
authorized President Neville Miller 
tc appoint a committee fully em- 
powered to interpret and enforce 
the code adopted at its recent con- 
vention, effective Oct. 1, 1939, many 
of the commercial provisions ap- 
parently will not take effect until 
Oct. 1, 1940, 

Application of the code will be in 
the hands of a committee appointed 
by President Miller. Edgar L. Bill, 
of Station WMBD, Peoria, is chair- 
man of this committee, and Ed 
Kirby, NAB public relations chief, 
is secretary. 

The board ruled that existing 
commercial contracts shall be re- 
spected for their duration, provided 
they do not run for more than one 
year after Oct. 1, 1939. It also 
added the qualification that “New 
business, competitive with existing 
accounts, may be accepted with the 
same length of commercial copy as 
is permitted existing accounts.” 


To Pass on New Business 


The board directed that the new 
code committee to be appointed 
“shall immediately make itself 
available to resolve doubts of broad- 
casters as to whether proposed new 
business conforms or can be made 
to conform to the code.” 

The code restricts commercial 
copy to 3 minutes, 15 seconds on 15- 
minute daytime programs; 4:30 on 
30-minute day-time programs; 9:00 
on hour daytime programs; 2 min- 
utes, 30 seeonds on nighttime 15- 
minute programs; 3:00 on 30-min- 
ute nighttime programs and 6:00 
on hour nighttime programs. 


Medal to Alcoa Expert 


Dr. Francis C. Frary, director of 
the aluminum research laboratories 
of the Aluminum Company of 
America, has been awarded the 
Edward Goodrich Acheson medal 
and the accompanying award of 
$1,000. He is the sixth American 
scientist to receive this honor. 


Collyer Appointed 

John L. Collyer, joint managing 
director of Dunlop Rubber Com- 
pany, London, England, has been 
elected president of the B. F. Good- 
rich Company, Akron, to succeed 
S. B. Robertson who resigns after 
20 years of service with the com- 
pany. 


Leaves “Times-Union” 


John J. Connors has resigned as 
advertising manager of the Times- 
Union, Albany, N. Y. He joined the 
newspaper last year after holding 
executive posts on other Hearst 
newspapers in Rochester and Bos- 
ton. His successor has not yet been 
appointed. 


INDUSTRIAL 


_ OMAHA © 


Omaha's 375 manufacturing 
and processing plants include 
the largest smelting plant in 
the world. 


The Omaha market is com- 
pletely delivered by the 
Omaha World-Herald, plus 
70°/, coverage of 306 of the 
largest town markets in Ne- 
braska-Southwestern lowa. 


O0O MA H A 


World-Herald 


Northwest Names BBDO |Hormel Intensifies 


After a two-year lapse, North- 


west Air Lines, Inc., St. Paul, has Promotion Efforts 


reappointed Batten, Barton, Dur- 


sti & Osborn, Minneapolis, to|4 
one its ‘ak Sonmeth W. In Behalf of Spam 


widespread magazine and radic|store promotion, Hormel has ex- 
effort, supported by newspaper copy | panded its radio support for Spam. 
placed by grocers and extensive|A dozen additional stations were 
| point-of-sale promotion. Copy will| added last week to the Columbia 
|stress the many ways in which | Broadcasting System network 
Spam can be served, particularly| carrying the Hormel show, and 


Ellis is account executive. Austin, Minn., Sept. 13.—Having | hot uses such as Spam and eggs for | early next month it will be further 


; 7 dm —— ; ec? | lunch and baked Spam for dinner.| five times a week instead of three. 
oe “" “ve >i . es Soe dea, Cee. i, tee 0 te , Batten, Barton, Durstine & Osborn, 
Davis Bros. Fisheries Company, | *™ ’ Four-Page Units in Color | Minneapolis, is the agency. 
Gloucester, Mass., has appointed|this week launched a new effort to as 
The Redmond Company, Boston, to| broaden the market for this canned| Highlight of the magazine adver- ee eae 
handle its advertising. Richard H.| meat product. Despite consistently | tising will be four-page color inser- Three to Dillingham 
Mailey is account executive. heavy advertising since its introduc- | tions in Life and Look. The list Lakewood Food Products, St. 
Se tion in 1937, the promotional cam-| also includes The American Weekly,| Peterburg, Fla., Campbell Shoe 
To MacDonald-Potter paign to be placed behind Spam | Better Homes & Gardens, Collier’s, Company, Hagerstown, Md., and 


during the final three months o 
MacDonald-Potter, Chicago, has : : e eset anar 
been appointed agency for Midland this year will surpass all previou 


Bakeries Company, Chicago, a Spam drives, according to W. D.|urday Evening Post, This Week, 


bakery chain. Newspapers and Todd, sales manager. 
radio will be used. The new campaign embraces 


a cash register in 


@ Almost . . . for amid the magic gadgets which 
help WBBM experts shape a WBBM production 
is the unseen presence of the cash register 

symbol of WBBM's credo that WBBM-produced 
programs must not only entertain—they must sell their 


sponsors’ products. 
And WBBM'’s programs do sell. How well? Take 
a look at a few samples... a few of the many suc- 


cessful programs conceived, developed, and produced 
by WBBM. 


THIS WBBM PROGRAM SELLS OlL AND GASOLINE. Half-hour drama- 
tization of current events. Sponsor has just renewed for third 
time, says, “Never before have we done any advertising in 
this market to compare with this program in actual results.” 


THIS WBBM PROGRAM SELLS AUTOMOBILES. 45-minute Sunday 
music and variety show. Sponsor's product jumped from 
sixth to fourth place in Cook County one month after pro- 
gram started, has shown increases each month averaging 
150% over corresponding months of 1938! 


THIS WBBM PROGRAM SELLS SOAP. Audience participation show. 

New idea—WBBM's, of course. In six weeks got 10,000 

new retail outlets for product in Chicago area. Proved so 

; successful advertiser has doubled radio time on WBBM with 
two more WBBM-built programs. 


achieved a notable merchandising | breakfast, hot Spamwiches for expanded when it will be heard 


a In addition to its publication and! papers will be used. 


{|Family Circle, Ladies’ Home Jour- bow Lames Raga ee me my 
s|nal, National Geographic, The Sat- Livermore and Durham, New York, 
| aa ? to direct their advertising. Mail 
/Time and Woman’s Day. jorder magazines and business 


the contro/ room : 


THIS WBBM PROGRAM SELLS FURNITURE. Another audience partici- 
pation program. Sponsor started six years ago, gives this 
WBBM-built show major credit in growth of business to 
twenty-two times original size. 


THIS WBBM PROGRAM SELLS SEVEN PRODUCTS IN 25 MARKETS. Serial 
drama. WBBM produced sustaining for six months, confident 
of appeal. When finally sold, program moved one product so 
well it is now used by advertiser to sell seven different prod- 
ucts in 25 markets. 

These programs, making sales for these advertisers 
day after day, are typical of what WBBM-built pro- 
grams can do for you, because WBBM’s program 
department has the skill of tailor-making programs 
to fit products, and then of making those programs 
reach audiences, and sell merchandise. 

Cash in on the experience of Chicago's leading 
advertisers. Before you buy amy program, consult the 
station with the largest string of audience and sales 
successes in the middle-west .. . WBBM. 


Represented nationally by RADIO W P D M 


SALES: New York « Los Angeles 50,000 WATTS 


Chicago « Detroit e San Francisco 


Charlotte, N.C. @ St. Louss CHICAGO'S CBS STATION 


re as i Bie aie Es ae o Gente eS ae % ies * mea me F. + % se gee A es - 7S : : . ar pap h< +e <i * *6 Pe So ‘ a . a A 5 5 % cal 
a 5 ;, v af af ey f . 
ae | ee 3 m 
| mm r 
Bs ‘ 
; eas 
a 
_ eed 2 
| a i. 4 
i - rm —_——— SSS ”””°0—O=O———own@ao>s»soas mo aaa os ll x 
j =. 
P] oe ae 
FY = 
i ee 
- 
, 
: : . * 7 « ear, a 4 ae ea) = ins 4 : badd 
se a ere ‘ou = gtr a Pa fae co ‘ a) 
‘ ae < Ear _" - 7 ig a . zs 2 2 ip 
| : Water . ‘x * a Se 
: ke iehib. dies. 
{ 7 a. a on yer : 4G aw | Ba ae : ia » 
} or ae ic medley aie gl ee a tea ape a . re ” Pee dis 7 < : _—* 
5 a F i ? a . 4 -i = : : ee. Be .- _ Jo. 
a) ae —_ _ sal i Rhenas > 4 —_— a 
; es ee 2 2 oie Phat , i . "es 1, nn 7 . Le ) : = i et 
—“C;sSCSCs wes —— <<; \ ah ae + # Sige to = a 
F Pee : «bo ee a | re P = _—e | ot 4 J ‘ 1 = : a Pe : a he Ae 
oe Oe a ae ns. = “a a & 4 7 ae 7 a. 
ats Sa a =. . Bet oa —_ a a i 
al - va es - 3 : Nd X Ss = ie. ' 
‘ co , ee o ; ; é . i  - 2 ia ; 
} oe F — . : : - : , =o een : me 
J ee nie ea 4 = + a te * a! j ‘ 7 A ke ? a0 id F 
| all ers" . ue oa : ae —_— * —,- rr so — 
Ber : Bet , irae a Gis es 
. a ._ 7 sa . iar. . 4 70 a. 7 
ee <— oe i ne « ae S — ‘ ; : 
a  - Lines 4 ey > ¥ ‘ Bg = o <3 1 emer ie ; ‘ j 
— a ; ait r | - af 
4 a y Fats Bes | i i. = ‘2 y 
— iA ae , " 2 i ae seed a cet a r: 
- ia Me er ee ae ae » | ge a. 2S ee =: 
ele eA ie - - We aie ag ; oo 32 ye Pe a ie ' Bei 
= , . . ae . . i ee a i a ie oe or) 
e F al LEED : 3 ie 2 ; ‘ Ye 
y tt a —— | ‘he -_ Oe Soe. ; 1 i" : ’ 
- es ee x po 7 hs ae 
"igh eee ge, ae u ; Te rk Xs ae 
ee eg _ 4 it a ye 263 : es cal oe aes 
Be ke ah. 2 a Pa. ol ew i a ma Peete ean el es 
ie ee Big 0 : : ieee . as hes a ey Nie “3 icv mae ae, =. 
ie ce aa sae aA a - pans teed oF = 
2 a OS * a as ‘ Baba.» ae i et , ; ta ee Cee 
ae a i oe, Ret pec: ses he 3 g ig. é ; » ‘ ae 
Bess: : es + Wa! Ee oie ie ads) a. cae 
in eas 29 < xl oe 2 ‘cla nee = SS. = , aa ee ‘ = Sie. 
a oe . ee eee Se ee ‘ yee : ee 
7 7s rs Pea Gee See a = de : 7 
oa, ar ee terre ew oe ae af 2 ee eo ot ee cif 
| —_ Pe eee bs 
| — nee oye air. : - a ; cae i eS a ie 
s = “ Bi ac ba i. =. seas i. . ‘» ele es 2 
| ~ Te ra 2 a ee iy pe | i Vs ee ae re co —S — ; i = 
ee 7 Pa iz 7 ee . : ae ie E aie ssi . ee on a 
} ee i -we ee” es : ey So el a - anne) a 
; s - -_— an ae: — a Ps a ae ee a ; ”) ag 
| f rr 
| ‘ vm ry 
| | aie 
a 
os 
ana a as Ae 
Sarg 
ee 
i Bot 
ee | , | 
a oa 
a 
ee 
ek 
ge 
a a 
iff oe 
| i * 
e 
ee | 
} 
_— 
| : 
i 
| . 
lp 
=, 
| | 
pT i n 7 i 
Netional Representatives: O'Mere & Ormsbee. lac . ; me: 
oe 
ca? 
aks, 
ey WS tar ~~ aE fs ey i ee os ag o we ‘ ie my eee : : gt wae : = y : Ee * ek 
qi : = 9 # gy b r , 5 f i 


8 


ADVERTISING AGE 


September 18, 1939 


Hearst Magazine's 
Briefs Will Argue 


FIC’s Jurisdiction 


Motions Will Seek to 
Test Validity of the 
Complaint 


New York, Sept. 15.—Hearst 
Magazines, Inc., revealed here to- 
day that two briefs will be filed 
with the Federal Trade Commis- 
sion on Monday in support of its 
motions on the FTC complaint is- 
sued against Good Housekeeping 
last month. 

The first motion attacks the lega! 
right of the commission to continue 
proceedings against Good House- 
keeping. It is based upon the con- 
tention that even if everything 
which is alleged in the complaint 
were true, the FTC would still have 
no grounds for exercising its juris- 
diction over the magazine under the 
Federal Trade Commission Act. 

The act itself reads that “the 
commission is hereby empowered to 
prevent persons, partnerships or 
corporations .. . from using unfair 
methods of competition in com- 
merce and unfair or deceptive acts 
or practices in commerce.’ Good 
Housekeeping, by this first motion, 


is seeking to gain a preliminary 
test of the validity of the complaint 
as a whole. 


Berlin Explains Action 


Richard E. Berlin, general man- 
ager of Hearst Magazines, made it 
clear that in filing the motion, Good 
Housekeeping in no wise admits the 
truth of the allegations in the com- 
plaint. The sole purpose of this 
motion, he said, is to test whether 
or not the FTC will have the right 
to issue a cease and desist order 
even if it should ultimately be suc- 
cessful in proving the truth of its 
claims. 

The second motion is designed to 
weed out of the complaint those 
statements which the magazine con- 
siders extraneous to the issues. By 
this motion, Good Housekeeping is 
seeking to avoid the trouble of pre- 
paring a defense against a com- 
nlaint which includes confusing 
statements. 

Believing that the Wheeler - Lea 
amendment to the FTC Act spe- 
cifically exempts publications from 
liability in printing unfair or mis- 
leading food, drug or cosmetic ad- 
vertising, Good Housekeeping may 
well be expected to call attention to 
this in its brief. An examina- 
tion of the complaint reveals 
that 14 out of the 15 alleged in- 
stances of misleading advertising, 
referred to by the FTC without 
mentioning names of the advertis- 
ers, fall into food, drug or cosmetic 
classifications. 

The third motion is designed to 


afford Good Housekeeping more 
particular information concerning 
certain allegations in the complaint 
which the magazine feels are so 
general and indefinite as to make it 
impossible to ascertain the precise 
nature of the charges. 


Seeks Clarification 


In the Aug. 28 issue of ADVERTIS- 
ING AGE, in which the commission’s 
attitude was explained, it was 
pointed out that the FTC would not 
reveal names of advertisers referred 
to in the complaint, but that Good 
Housekeeping would probably seek 
such information through a “bill of 
particulars.” It is expected that 
the third motion of the magazine 
will seek to force the FTC either to 
clarify all charges in the complaint 
which may be vague or to eliminate 
them entirely. 

Mr. Berlin pointed out that 
Hearst authorities do not agree with 
many of their friends that the FTC 
will summarily deny the motions, 
or treat them as an attempt to ob- 
tain a reversal of the commission’s 
position in issuing the complaint. 
He feels that the FTC will accept 
the motions as presenting important 
legal questions involved in the com- 
plaint. He added that this is the 
first opportunity Good Housekeep- 
ing has had to present its views on 
the legal merits of the case, and 
the first that the commissioners 
have had to review it in their ju- 
dicial capacity. 

Earlier this week the Federal’ 
Trade Commission denied a motion 


made by Isaac W. Digges, counsel 
for Geod Housekeeping, to dismiss 
or completely amend the complaint. 


High School Boys 
Are Offered $600 
for Best Hat Copy 


New York, Sept. 13.—High school 
students who harbor hopes of be- 
coming advertising copywriters are 
offered an opportunity to enter the 
professional class in a hurry by Hat 
Style Council, Inc., which is con- 
ducting a contest for the best hat 
advertisements published in high 
school papers. 

The contest, announced in 
Scholastic, will bring the fortunate 
advertising fledglings a total of 
$600 in cash prizes with a top award 
of $50 and other prizes ranging 
down to $5. Entrants are required 
to rewrite a hat advertisement 
which appears in their school paper, 
or if there is none, to go out and 
sell a local merchant on the idea of 
running one. Hat Style Council 
believes that the contest will not 
only make the youngsters hat con- 
scious, but will improve the efforts 
of retailers in this direction. 

Judges of the event, which runs 
through December 31, are Robert 
Patterson, president, Hat Style 
Council; G. Herbert McCracken, ad- 
vertising director, Scholastic; and 
L. B. Dudley, Campbell-Ewald 
Company. 


_ — ———————— 


b able error (very small) 


When one result is checked seven different times, you can be sure it’s right! So, you make 


no mistake when you conclude as these seven studies conclude —that WCCO dominates 


the urban Twin Cities and the rich Northwest. 


1939: WCCO 3 to 1 


An advertising agency conducts a coincidental 
telephone study in the Twin Cities to find out what 


station dominates. WCCO is FIRST. 


of more than 3 to I! 


1938: WCCO First day and night 


Crossley. Inc. makes the largest coincidental tele- 
phone study ever conducted in Minneapolis and 
St. Paul (49,602 completed interviews 


of the day, every day of the week of April 3). 


.. by a lead 


telephone study in Watertown, South Dakota. 


1937: WCCO 2 to 1 


The Minnesota Parent- 


WCCO is a dominant first... with more votes 


than the combined total of all competitors! 


Teachers’ Association con- 


ducts a state-wide study of listener preference. 


14 hours 


1937: WCCO 10 to 1 


WCCO-—as usual —leads—day and night! 


1938: WCCO by 125% and 400% 


The Northwest Druggist and the Grocers Com- 
mercial Bulletin ask the Northwest druggists and 


grocers. What is your favorite station?” WCCO 


by 125% 


by 400% in the Northwest! 


1937: WCCO... First 


leads all stations 


The Market Research Corporation conducts a 


the second ranking station: 


53% of all responding families pick WCCO over 


24 other stations...a lead of nearly 2 to 1 over 


/ 


Ross Federal goes into 19 Minnesota cities and 


towns, makes a comprehensive study ( between 


1936: WCCO 2 to 1 


The Radio Grain 


in the Twin Cities... 


12:15 and 12:30 PM.), and finds WCCO is pre- 


ferred 10 to 1 over any other station! 


Market Research Bureau 


queries Minnesota farmers on station preference. 


WCCO polls more than twice as many votes as 


all other stations mentioned combined! 


Three years. Seven major studies (and many minor ones, not mentioned here) all show 


the same results. The answer has never changed. WCCO is a way-in-front FIRST! 


Your Northwest sales-curve will respond when you tell your story over WCCO—the domi- 


nant station with almost three million Northwest radio listeners. 


WCCO 50,000 WATTS - A CBS STATION - MINNEAPOLIS-ST.PAUL 


Owned and operated by the Columbia Broad asting System. Represented by Radio Sales: 


Chicago 


go Detroit « St. Louis « Cincinnati « Charlotte. N.C. + Los Angeles « 


New York 


San Francisco 


READY FOR SCARLETT 


— PINAUB Rew York i 
eZ ver aha ; 


Pinaud, Inc., is anticipating the favor- 
able publicity value of the forthcoming 
film, "Gone With the Wind,” by pro- 
moting a new Eau de Cologne, "Scar- 
lett," which is packaged in a form re- 
sembling the fictional heroine. 


World Peaceways 
Campaign Veers to 
Neutrality Theme 


New York, Sept. 15.—faced 
with the fact of a new world 
war, which it  has_ resolutely 
fought against in its unique adver- 
tising campaign during the past 
five years, World Peaceways this 
week prepared copy which takes 
cognizance of the altered situation 
and urges America to stay out of 
the conflict. 

Under the illustration of a mother 
kneeling beside the body of her son 
and captioned, “Never again,” the 
new advertisement draws a balance 
sheet of the last war in men killed 
and the destruction of intangibles 
such as culture, hope and ambition. 
In the present situation, the peace 
organization takes the stand that 
America can best fight against in- 
volvement in the catastrophe by 
maintaining the neutrality law. 

In view of the current danger, 
it is expected that the new cam- 
paign will gain more cooperation 
than former peacetime efforts. Be- 
sides the magazine copy, mats have 
been sent to 200 newspapers 
throughout the country. Insertions 
also appeared in 113 general maga- 
zines, 107 school periodicals and 23 
newspapers. Ted Patrick, Young & 
Rubicam, prepared the copy. 


Put “me” on your Payroll— 
I'll work for almost nothing! 


I'll remind hundreds of your potential 
customers about vou and your service, 
not once but many times a day. I sta 
on top of desks next to telephones, anc 
tell your sales story. I save time, temper 
and energy because I get telephone num- 
bers in a flash. I am the handiest 
telephone index yet devised, expensive 
looking, yet low in cost. That's why so 
many different business firms use me 
asa 


Gift and Good Will Business Builder. 


Write for low quantity prices today! 


ZEPHYR AMERICAN CORPORATION 
Dept. F, 31 W. 47th St.. New York City 
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DON'T BELIEVE IT Organize BobWhite lItg Milk Res. fon the Sad Guts ‘utae te en ee ee 
} Une airy makes its taste 
Frosted Foods Company | Tastes Better /claim in the conviction that the su- Annual Book 
BobWhite Frosted Foods, Inc., ‘ | perior quality of the product is Lithographers National Associa- 
has been organized at 155 E. 44th | 


street, New York, to distribute Says Boston Dairy 
frosted and frozen foods in Bob-| 
White trucks from house to house} Boston, Sept. - 8 
in principal cities throughout the Complete confidence in “Taste It, 
country. | the chief theme of its new adver- 
Arthur C. Jones is head of the|tising campaign, H. P. Hood & Sons 
new company. |Company has devised a_ special 
—_——____—_ sampling kit for route men. Each 


| oge prospective customer will receive 
_ABP Issues Certificates 


/an eight-ounce bottle of milk, plus 
Associated Business Papers, New|a tumbler wrapped in cellophane, 
York, has issued certificates of rec- | | and housed in a box which reiter- 
ognition to 409 agencies placing! ates the campaign slogan. The 
— > ce Gael ales this | tumbler is adorned with the fa- 
ognition in the history of the ABP, |S Hood cow, as well as the urge 
60 had not been previously rec- |‘? “Taste It. 
ognized. Advertising 


14. — Manifesting 


nae 


in newspapers 


FASHION FreaTR AS 


¥ 2 : ee 
WAS eae ot gees ie 
SE * oo 


Although they may nod in assent just to | 
be sociable, men who read Wise Shoe's 
assertion that the “grand illusion” makes 
feminine feet look smaller, they may still 
retain a lingering shadow of doubt. 


DO YOU KNOW 
PORTLAND'S 


“MEDICINE 
MAN?” 


Shoe Advertiser in 
Dark Plot Against 
UnsuspectingMales 


New York, Sept. 13.—A throwback 
to the Gilbert and Sullivan asser- 
tion that “things are seldom what. 
they seem” will be the keynote of 
a fall campaign sponsored by Wise 
Shoe Company, with the avowed | 
intention of kidding males into the | 
belief that all women have dainty 
feet regardless of whether their | 
shoes call for size 3AAA or 9C. | 

The dastardly plot, subtiy termed | 
“the grand illusion” by the sponsor, | 
will be woven during the course of | 
a newspaper campaign, under the 
direction of Peck Advertising Agen- | 
cy. Copy will appear in the 15} 
major markets where Wise has dis- 
tribution. 

Heralding the advent of “girdle- | 
fit suedes with plenty of ‘man ap-| 
peal’,” the company achieves its 
illusion by designing shoes accord- 
ing to the principles of perspective 
which cause a straight line to ap- 
pear longer or shorter, depending | 
on the angle of converging lines at | 
the end. 


Supplies Scarce, : 
Longines Cancels 


Shortage of supplies has caused 
Longines - Wittnauer Watch Com- 
pany, New York, to cancel a part 
of its advertising schedule for fall. | 

The Longines watch is made in. 
Switzerland, where, in spite of | 
neutrality of that country, produc- 
tion has been curtailed because of 
the war. 


Haus Joins Luft 


Harry Haus, formerly sales man- 
ager of Northam Warren Corpora- 
tion has joined George W. Luft 
Company, New York. He will be 
in charge of sales for Tangee cos- 
metics. 


careful in their space-buying. When they advertise 


Records.) 


Portland’s Only Afternoon Newspaper 
PORTLANDe?* OREG 


HEW TORK - 
Sau 


CHICAGO - 
FRAHCISCO - 


PHILADELPHIA = 
LOS ANGELES - 


and | 


SALES-BRACING and sales-rejuvenation is the daily job of 

the Journal for Portland drug retailers. They depend on the 

Journal for it and the Journal administers the tonic—plus! 
These retailers, these men who sell your product, are keen and 


get results NOW! It is extremely pertinent then that they pick 
the Journal—and they do by quite tremendous odds. (See 


first 7 months linage figures on the right as taken from Media 


If Journal space is “good medicine” for your retailers it seems 
entirely logical that it should be good for you. Doesn’t it? 


THE JOURNAL 


REYNOLDS-FITZGERALD, INC., MATIOWAL REPRESENTATIVES 


‘reflected in more pleasure to the 
| palate, as well as in other benefits. 

The new sampling method is be- 
ing used to win new markets as 
well as extend the company’s sway 
over old. Newspapers not only of 
Boston, but of Worcester, Spring- 
field and Portland are being used, 
together with a selected list of sub- 
urban newspapers. Spot announce- 
ments are telling the same story on 


Stations WEEI, WBZA, WNAC,! 
WAAB, WMEX, WORL, and 
WHDH. Car cards, booklets, air- 


plane streamers and direct mail are 
also being employed. Harold Cabot | 
is the agency. 


E (eu 


Boston, 


they must 


ON Fil F 


tion has issued its annual publica- 
tion, “Marketing Opportunities, 
1939,” which this year is published 
in four sections, including industrial 
management, advertising, trends 
and developments in foods and 
drugs, and trends in typical neigh- 
borhood American markets such as 
schools and banks. 

The material in the booklets was 
presented at the LNA convention 
in June. 


Joins Free & Peters 


James M. Wade, formerly wit! 
the New York office of Gene Furga- 
son & Co., has joined Free & Peters, 


|New York. 


SURE, 


THE JOURNAL 
-THE NEWSPAPER 
LIVE RETAILERS 

USE! 


DAILY V NATIONAL DRUG LINAGE 


Pn 


— a 117 743 lines 57.5% of total 
2”™ Paper...61,597 lines 30% of total 


(MORNING) 


3" Paper . . 25,574 lines 1255 of oa 
DETROIT i. 
SEATTLE 


(EVENING) — 
Publication Suspended August 21, 
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NEW CEREAL DRIVE | | Seiamion Group Reports Hiram Walker | with Ten High.” Magazines on the | Eastern markets and will run fo: 


‘Auaust Linage | Ten High list include American Le-| 15 weeks. The objective will be to 
| Mave YOU Tried This Delicious Cereal Yat] | “°\'S v 
b 


4 4 4 gion, Collier’s, Liberty and Life. | emphasize Signet’s basic differenc« 
August linage for the Grange in Big Campaigns Advertising for Canadian Club|from other bonded whiskies. Ti 


eee 


Farm Group, reported too late for [Pee aga eee tice this end, the slogan, “Aged in Aged 
MAN to MAN | wae 4 B | whisky will continue the successful , gan, Ags 8 
I 1 ¢ | inclusion in last week’s table, is as | for Three rands ‘motif. “In 87 lands, whisky-wise | W00d” has been adopted. Four- 
4 great! : ' follows, with 1939 totals listed first | : ; ’ . ca = color bleed pages in Esquire anc 
poe ee ne =~. and page totals in parenthesis: | Detroit, Sept. 14—Hiram Walker|;men ask for Canadian Club.” 
pe 


Idaho Granger, 5,418 (5.0); 5,796 & Sons fired the first gun in its | Hiram Walker & Sons reports that ange we ig gt hy oy me 
(5.3). Oregon Grange _ Bulletin, | heaviest fall campaign last week in | Canadian Club is the most popular a erman K. is oO. is the 
12,264 (11.0); 13,157 (11.7). Cali-|}enait of Ten High, said to be the | brand of imported whisky, also out- | “®°"°: 


MALTEX = ee 
ody if you've never yet found o hot cereal thot “rings the 


Sfersce Vac bel” with BOTH grown-ups ond younowers-Try | fornia Grange News, 10,136 (6.4); 


‘ . | largest-selli ‘and i dollar | selling all domestic bonded ryes and Sit a 
3X MALTEX. Of oll wholewheot cereals, ths one hore | 11 886 (7.5). largest-selling brand in the dollar |s s yes - 
eR ap ge pg dl f price field. Equally elaborate ad-|bourbons in the higher brackets. G. P. Addis Advanced 
40 MILUION BOWLS of this delighttully different | | vertising for other Walker whiskies| The Canadian Club story will be G. Pierce Addis, formerly as- 
\ chow,“ cont be beat” = «= Try MALTEX. See (iT. W. Wood Names Houck | has been scheduled. | related in color bleed pages in Col-| sistant editor, has been appointed 
\ eee re ee elec er | __ LT. W. Wood and Sons, Richmond,| Ten High will be supported by | lier’s, Cosmopolitan, Esquire, Life | advertising manager of the Nationa! 
SAA COUPON baton for @ qunerovs Pill SAME i ae —. — eo a /weekly copy in newspapers of 226 | and Time during the fall, with even ot’ the "Natiinal’ Bian ete on 
Saein ailieniatieatiitnsien j avertising, oanokKe, fa., WO NaNe | naising » ¢£ . $ of vs nf P spe ar = ) ‘ ' 
Ask Your Grocer for Gras"essreststes" | Gie Dromotion of its garden, field| Cites the advertising featuring a) more spectatular copy to follow! He is succeeded by Jackson W. 
MALTEX t RSn.nnareasomremtt ne | | and flower seeds. Newspapers, | Wide variety of smi ing aces to il- during ristmas promotion. — Elliott. The Sign Journal has 
: MAL Aaiierckactetie | farm papers and direct mail wi}] |lustrate the theme, “Get that Ten The fall campaign for Signet| adopted a new page size of 834 by 


| be used. High smile—double your enjoyment | whisky started today in 21 major! 115% inches. 


Maltex Urges 
Junior to Follow 
in Dad's Footsteps | 


Burlington, Vt., Sept. 13.— The | 
testimonial weight of parental usage | 
of the product furnishes the copy | 
lever by which Maltex Company | 
Inc., will attempt to pry youngsters 
loose from any aversion toward hot 
cereals and induce them to sit down 
to a bowl of Maltex, in a campaign | 
that starts this week. 

The “man to man” copy, while | 
claiming sales last year sufficient to 
make 40 million bowls of Maltex, | 
points out that there are still many 
youngsters—and adults—who have | 
yet to taste their first spoonful of | 
the product. “If you’ve never yet)! 
found a hot cereal that ‘rings the 
bell’ with both grown-ups and 
youngsters —try Maltex. Of all 
wholewheat cereals, this one has a 
really different taste — a malted 
barley and toasted wheat flavor 
that’s delicious.” For the uniniti- 
ated, a coupon conveys a free trial 
offer. 

The bulk of the Maltex campaign 
will be carried by newspapers in 25 
markets in the East and Middle 
West, with insertions spaced weekly. 
Copy will also appear in Parents’ 
and Woman’s Day. A Mutual Broad- 
casting System hookup, featuring 
Uncle Don, starts the last week in 
September. Samuel C. Croot Com- | 
pany, New York, is the agency. 


ry eo ae baie Y ~ at 
pe j ‘ eee” Cee F ovh, 
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Y&R Makes Changes 


In Executive Personnel 


Charles L. Whittier, formerly 
vice-president and copy director, | 
has been appointed vice-president | 
and chairman of the plans board of 
Young & Rubicam, New York. He 
is suc ceeded by H. S. Ward, who has 
. been secretary and manager of the 
ae agency’s copy department — since 
be 1935. Robert D. York, an associate 
copy director for eight years, suc- 
ceeds Mr. Ward. 

Other changes are the appoint- 


ABOVE 
Near St. John, Wash. in the Palouse country, one of 
world's greatest wheat-producing areas. 


; 
j 
LEFT 
Timber near Fernwood, aor po my Inland 
Empire has world’s largest stand of white pine. 


Coll il ment of T. S. Repplier, with the RIGHT 
ep agency since 1931, as an associate ‘a : ’ 
‘3 ; copy director and of T. S. Garrett | Grand Coulee Dam, world's largest man-made structure, 
me ‘ : < . . is being built in Spokane area. 
ide as copy chief of the Chicago office. ' . 
“ara > 
hare Lowers 4-Color Rate 
True Story, New York, has issued 
a new rate card showing a 10 per . 
cent cut in its basic four-color in- 
sert rate, effective with the January 


issue. The reduction is from $7.500 
to $6,750. 


Lunching, dining or stoy- Plant of Clearwater Lumber Co., Lewiston, Idaho— poahees Gadienseniion SnewEe Rars of lead produced from the Bunker Hill & Sullivan— 
Largest white-pine sawmill in the world 1,200,000 acres which can ¢row one of the largest lead-silver mines in the world. 


crops like this 


ing at the Bellevue is to 
see the real Philadel- 
phia. Famous people and 
important events just 
noturally gravitate tothe 


include Historic Tenowned hotel. You will 
Philodelpiie m 


enjoy its superb service 
Your itmerory 


ond moderate prices. 
(Aw Conditioned Restovronts) 


m BELLEVUE 
3 STRATEORD 


IN PHILADELPHIA 


| MORNING 


fo SPOKANE, 
MORE THAN 110.000 NET PAID CIRCULATION 


cvertising Representatives —JOHN B. WOOD WAR), lnc.— New York—Chicago—Deincitt—Los Ang-les—San Francist 


ks ; Cloude H. Bennett 
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Penna. Fallows 
Tourist Copy with 
Industrial Drive 


Pittsburgh, Sept. 12.—With re- 
cults yet to be tabulated on its 
.ymmer tourist campaign, the state 

Pennsylvania today outlined 
»jans for another national drive, 
ith this effort designed to promote 


dustrial expansion within the 
tate. 

National magazines and direct 
ail will be the dominant media 


n the new drive, with initial copy 
cheduled for the Oct. 21 issue of 
rhe Saturday Evening Post. This 
t ill be followed by a similar in- 


Y/ 


— 


cic edie Pn ee 


sides: : wa 


A cna i a 


_sertion in the November Nation’s 


Business. Both will be full pages. 

A booklet listing Pennsylvania’s 
varied industrial advantages tops 
the direct mail program. This 
booklet is to be sent to 50,000 busi- 
nessmen in all sections of the coun- 
try. It will emphasize both the 
opportunities for new factories as 


well as the potentialities of the | 


Pennsylvania market. 

Other state features scheduled for 
emphasis in the booklet are an 
ample supply of labor; good indus- 
trial sites, low-cost power, con- 
venient supplies of fuel and raw 
materials and good transportation 
facilities. 

In preparation for inquiries re- 
sulting from distribution of the 
booklet, all cities and boroughs in 


the state have been surveyed as to | Adams to Direct 


what they can offer new industries. 
These details have been compiled in | U. S. Steel Sales 
Avery C. Adams has been elected 


a form which will permit rapid and | ws ‘ ; ; 
complete reply to inquiries. Bin ae wre in charge of sales of 
Richard P. Brown, secretary of | Fy, aa a ¥. Mattie, oho 


the recently created Department of | pecomes assistant to the president. 


Commerce, will supervise the drive.| Mr. Adams, who has been vice- 
The agency, appointment of which | president and assistant general sales 
was announced today, will be Ket- | manager of Inland Steel Company, 
chum, MacLeod & Grove. | will divide his time between Pitts- 


suena: burgh and Chicago. 
Phelps Opens Office ieee: 
George Harrison Phelps has Roto for DeVilbiss 


opened an office as public relations DeVilbiss Company, Toledo, man- 
counselor at 610 Fifth avenue, New | ufacturer of atomizers, will use 
York. He has previously headed his | rotogravure extensively to reach 
own office in Detroit and London,|cold sufferers with the arrival of 
England, and for 15 years was with| cold weather. Meldrum & Few- 
Dodge Brothers Motor Company,|smith, Inc., Toledo, places 
Detroit. account, 


SOME/O) THE 


4 i 


ARE IN 


Surrounding Spokane is a highly-productive area 
large as New England and hemmed in on all four 
sides by great mountain ranges. This great “Inland 
Empire” has as many people as Washington, D. C., 
sells as much merchandise as Milwaukee, owns as 
many automobiles as San Francisco, has as many 


wired homes as Kansas City, Mo.—is equal as a 
market to any city of half a million. 


Some of the world’s biggest things are located in 
this extraordinary area. Note the pictures herewith. 
These are not merely “Believe-it-or-Not” oddities, 

but help make this Inland Empire one of the 


lines. 


WASHINGTON 


cler Representatives 


‘ 
oa 
= 


Packing house, Wenatchee Valley, Wash.—one of the 
most prolific apple-producing valleys in the world. 


39% UNDUPHGALTED . 
- Sund 


nation’s outstanding markets, as is shown by the 
following figures, including business indices in many 


Clearing operations on artificial lake, 
backing up behind Coulee dam—Lake 
will be 151 miles long—one of the 


19680 Vr 


1939 COMPARED WITH 1938 

IN THE SPOKANE MARKET 
Sale of Stokers.......... ae cebecres Meteo Lae 
Department Store Sales. 1.00% Gain 
Sale Electric Ranges..... 1.22% Gain 
Post Office Receipts....... 3.14°% Gain 
Sale of New Motor Trucks. . 7.19% Gain 
Sale of Clothes Washers... 8.93°), Gain 
Sale of Electric Refrigerators. 13.98°;, Gain 
No. Building Permits (General)... 14.05°, Gain 
Value Building Permits (General). .. 15.48°) Gain 
Bank Deposits............ .. 18.285) Gain 
Sale of Vacuum Cleaners...... . 19.399, Gain 
Installation of New Water Taps. . 27.08°, Gain 
.. 27.90°, Gain 
.. 30.23°, Gain 
. 31.436, Gain 
. 39.93°) Gain 
., 46.31°) Gain 
: ..200.00°, Gain 
All figures are Spokane city, except new car sales which are for entire 
market. Periods Covered—\st 7 months each year. Bldg. Permits; P. ©. 
receipts; Water taps—Ist 6 months, Dept. Store Sales, New Car Sales, 

Electrical Appliance Sales—Bank Deposits as of June 30. 


Sale of Oil Burners........ 
Value New Home-Building Permits 
Sale of Home Ventilating Systems. 
Sale of Air Conditioning Units.... 


Mason City, world's largest all-electric city—located 
just below Grand Coulee dam. 


world's largest. 


‘Spokesmo: 


Steel Corporation. | 


the 


4 
fra’ 
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Andy on bee bow 


© discovers 


| 


LINES 
et 


ma (ST LOUIS SAN FRANCISCO RY 


) FRISCO | 


| The interesting personalities one meets 
_ on trains provides the Frisco lines with « 
copy theme in newspapers. 


Celebrity Appeal 
Makes its Bow 
in Railroad Copy 


St. Louis, Sept. 12.— Railroads 
have overlooked one of the most 
important stimulants to travel—the 
interesting people one meets or 
trains—according to the St. Louis- 
| San Francisco Railway, operator of 
the Frisco Lines. 

This belief was expressed today 
as the company launched a news- 
paper campaign designed to capi- 
talize on this attraction as well as 
the usual service and comfort ap- 
peals. 

The campaign is based on a sur- 
vey conducted by the railroad’s 
agency, R. J. Potts & Co., Kansas 
City, which revealed that rail trav- 
elers rated “interesting people” first 
or second among the things they 
looked forward to on trips. 

Copy will follow cartoon style in 
portraying the exciting possibility 
of meeting all kinds of celebrities 
| One insertion, headed “Andy Meets 
,a Hero,” shows the youngster in 
'“seventh heaven” when he finds 
that his traveling companions are 
|members of the Slugging Hawks 
| baseball team. Andy is naturally 
; more than pleased with his trip be- 
|'eause it affords him a chance to 
/become personally acquainted with 
the baseball stars. 

Another episode tells how a loca! 
winner in a singing contest meets 
/a network executive while en route 
/and is thus started on the road to 
national fame. In another, a movie 
\fan discovers that her favorite ac- 
|tress is a fellow passenger. When 
they part, they are “old friends.” 

In addition to the human interest 
stories, each insertion carries copy 
stressing specific Frisco services 


Werner Named 

Paul A. Werner has been named 
vice-president of Briggs & Varley. 
New York. 


| In : 
the XY 

_ Center of 

‘St. Louis > 
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U.S. Advertising Opportunities | 


While the European war affects 
some industries in this country ad- 
versely, it creates opportunities 
for others. Dislocations of normal 
activities are changing sources of 
supply and opening new markets. 
American advertisers should be on 
the alert to take advantage of these 
new war-born opportunities, if only 
io offset the disadvantages which 
we must suffer because of interfer- 
ence with our customary economic 
relationships. 

For example, the cutting off of 
tourist travel to Europe means a 
tremendous opportunity for travel 
advertisers in the U. S. A. The 
travel industry has been growing 
by leaps and bounds, and the war 
will give it still further impetus. 
Advertising by transportation com- 
panies, resorts and communities 
interested in travel promotion 
should be greatly accelerated. The 
1940 program of winter and sum- 
mer travel advertising will reflect 
the opportunity to divert millions 
of dollars heretofore spent each 
year on European travel to Amer- 
ican channels. 

The domestic wine industry, 
which has organized for large-scale 
promotion of its products, will have 
a broadened oppartunity through 
reductions in foreign wine imports. 
The same thing will apply to other 


liquor producers, since it is already | rials 


evident that shipments from abroad 
will be reduced and in some 


cases 


| 
| 


eliminated. Getting the American 
wine industry on a basis of adver- 
tising and merchandising which its 
size and the importance of the mar- 
ket justify is an obvious opportunity, 
to be taken full advantage of. 
Development of our export sales 
and advertising program in South 
and Central America should be 
stimulated by the war. German in- 
fluence and trade in Latin Amer- 
ica have been on the increase, and 
now German sources of supply 
have been cut off. Buyers who 
have been looking to Europe for 
their manufactured products will 
again turn to the United States, 
provided our export § advertisers 


take full advantage of the new sit- 
uation. 
These are only a few of the 


changes in the business picture due 
to the advent of war. Every busi- 
ness is affected by it, with a conse- 
quent challenge to management to 
make rapid adjustments. Certainly 
the opportunity for profitable sales 
and advertising activities has been 
so greatly expanded as to insure a 
substantial increase in our 
volume, 


business 
regardless of what happens 


to the neutrality act. If it is 
amended as suggested by the Presi- 
dent, there will of course be a tre- 


mendous increase of production in 


| the industries supplying war mate- 


directly with a consequent 
major expansion in sales opportuni- 


ties for industrial advertisers. 


War Bonuses for Advertisers 


Newspaper and magazine circula- 
tions and radio listener audiences 
have increased so greatly as a re- 
sult of universal interest in the 
overseas conflict that it is not too 
much to say that advertisers are re- 
ceiving a bonus of circulation of 
unprecedented proportions. Metro- 
politan newspapers alone are selling 
millions of copies more than their 
orevious circulation records had in- 
dicated, while enlarged listener au- 
diences tuned to radio stations for 
war news remain to hear the 
sored programs of advertisers. 

Regardless of how these larger 
circulations are evaluated for ad- 
vertising purposes, there is no doubt 
that the advertising dollar will buy 
more audience and more market 
as the result of the universal de- 
sire for detailed information and 
comment regarding the world-shak- 
ing events now unfolding overseas 
Advertisers can therefore do a big- 
ger job and get greater results with 
their expenditures than would have 
been possible three months ago 


ways 


spon- | 
itions now 


| useful purpose by 
| mation 


Delivering greatly 
culations means added expense to 
publishers, but full appreciation of 
the expanded service now available 
through many media should 
in expanded advertising 
sufficient to offset 


increased cir- 


result 
volume 


inevitable  in- 
creases in production costs. The 
same thing applies to radio, whose 


costs for editorial and wire charges, 
plus loss of revenue time due to war 
broadcasts, likewise represent 
tional operating burdens. 
Since official records of circula- 
rising in many cases to 
new all-time heights will not be 
available for several months, we 
believe that publishers will serve a 
supplying infor- 
current circula- 
Since this additional 
obviously a bonus 


regarding 
tion increases. 
coverage is 


| which will last only during the war 


period, 


sense a 


it does not constitute in any 

guarantee of future circu- 
lation figures, but represents a cur- 
rent extra dividend to advertisers 
which should be made known 


1337 | 


E. KEBBY, Secretary | 


Philip W. | 
CHICAGO: O. L. Bruns, Western Advertising Manager: J. C. | 
SAN FRANCISCO: Simpson-Reilly, 
LOS ANGELES: Simpson-Reilly, Ltd., Garfield Bldg., N. F. Loundagin, 
ATLANTA: B. Frank Cook, Walton Building. 


Walter S. Reilly, | 


addi- | 


ALL HE NEEDS Is A 


PATENT 
ATTORNEY 


i 


Mn 


= ‘abe 
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| 
i 
‘ 
; 
| 
' 
| 


Spaar—e 


by the Curtis Publishing Company. 


Ad-li 


Institutional Interest 

One of the most impressive in- 
stitutional campaigns now running 
jis that of Transcontinental and 


—_ is Bringingin 


heme OEy & WESTERN AIRINC 
— Air, a 
which is 


recent insertion of 
reproduced here. 


dent, and asserted that this is the 
only company whose major execu- 
tives are all licensed pilots and ex- 
perienced flyers. The 
here is not, as the copy explains, 
one of TWA’s regular pilots—he’s 
Paul Richter, executive vice-presi- 
dent of TWA, and the 
|urged to “think what it means to 
you to fly on an airline whose exec- 
utive vice-president regularly ‘takes 
; over’ a ship himself.” 


Jottings 


We have just 
haps belatedly, 
is in the 
men’s 


discovered, 
that Tommy 


per- 
Armour 
cosmetics business.” 
them to act as local sales agents for 
the five Tommy Armour male cos- 
metic items: waterless 
foot balm; golf grip; 
lotion, and mouth 
iwhy he ealls 


skin protector 
wash. Wonder 
them “men’s cos- 


| metics?” 


General Printing Ink Corporation 
lis building up interest in color and 
in its inks with a series of trick 
| blotter mailings that play games 
| with colors and also include a busi- | 
ness reply card... 

Taking advantage of the fuss 
about moving Thanksgiving, In- 
| dustrial Bank and Trust Company, 
|St. Louis, ran its own “proclama- 
tion” in newspapers, pointing out 
that “the date doesn't matter—every 
day is Thanksgiving Day for indus- 
trial savers.” . 


Jack Epstein, representative of 
The Chase Company, sports ap- 


- Reprinted with special permission from The Saturday Evening Post. 


s | 
- |own business.” 


pilot shown | 


reader is 


cosmetics business—‘“the | 
He's 
|sending letters to golf pros urging | 


shampoo: | 


parel, New York, has been using a| 


PATH TO HIS DOOR 


Copyright 1939 


"Well, to begin with, the mouse thinks this | is his hole and runs in here . 


bbing 


novelty mailing to store buyers with 
exceptionally good results. The 
mailing is a tiny toy telephone, ac- 
companied by a letter that says, 
“YOU'VE GOT MY NUMBER! And 
I have a lot of interesting numbers 
in the Sportswear Line of THE 
a | vou a CO. to show YOU when 
my | YOU give ME a call.” . 
| Financial advertising, 


like a lot 


of other things these days, is evi- 
dencing some reaction to the) 


troubled international situation. A 
/calm voice is that of William F. 
| Kurtz, president of the Pennsy!l- 
| vania Company, Philadelphia, whose 
| Signature appears beneath a letter 
| headed, “Keep your head cool and 
|your feet warm.” This advice, 
writes Mr. Kurtz, was given by a 
grandfather to his son in the dark 
days of 1914. “It is appropriate,” 
adds Mr. Kurtz, “that each of us 
accept this counsel given 25 years 
ago, and put it into effect in our 


| 
| 
| 
| 
| 


Really Important 

You can read the reproduction of 
a two-column newspaper advertise- 
ment shown here. Appearing in 


The | 
series started off with TWA’s presi- | 


Ashworth Speaks! 
A MESSAGE OF LOCAL IMPORTANCE 


Ten years ago I began selling fruit to the people 
of Raleigh. From that day in 1929 to the present 
| tnoment it has been my most earnest effort, based on a 
sincere ideal, to sell to each customer only those 
things I would buy myself were I the customer. I 
have" never wavered from this ideal in practice 
whether directly under the customer's eyes or not 
I have always been truthful to customers’ inquiries 
in a direct manner to protect them from buying some- 
thing they likely would not want, knowing the truth 
| have kept at all times a clean, sanitary store and 
fruit neatly graded and free of rot. 


During the past year, aince my removal! to a new 
store, | have kept the store cool and free of flies, and 
have exerted maximum effort to make it such a place 
as people who like clean stores enjoy coming into 
My prices for better quality and cleaner graded fruit 
and produce have generally been below the retail 
market price for inferior quality. Quick service » 
alacrity I have always tried to give every custs 

* [have been generous with fruits and produce when 
asked of and on my own volition for ch 
poses. I have prepared pure orange juice with the 
same meticulous care in the selection of fruit and in 
the exercise of sanitation as if it were for my own 
family. 


aritable pur 


I have tried to give Raleigh a clean and square 
deal fruit and produce store. But in this city of 50,000 
there does not seem to be enough people who want 
this type of store to support it, for during the past six 
| months my business has been lagging 


Perhaps !n business, Honesty like Virtue, ts its 
sole reward 


If the people of Raleigh want a cont!nuation of 
my store I must have better support 


T. J. ASHWORTH 


ASHWORTH’S FRUIT STORE 


| 11 South Dawson Street Raleigh, N. C. 


Raleigh, N. C., papers, it’s an inter- 
|esting document which caught the 
| eagle eye of scout Ralph L. Dom-| 
brower of Richmond. It’s frank and 
| straightforward, but we can’t help 
feeling it is Mr. Ashworth’s swan 
|}song, rather than his comeback 
theme. His closing pronunciamento, 
|\“If the people of Raleigh want a 
|continuation of my store I must 
have better support” may be and 
|no doubt is the literal truth, but it 
is scarcely calculated to cause a 
buying rush. 


— 


Information 
| for 
Advertisers 


The following documents may be 
secured without charge from com- 
panies sponsoring them, or through 
ADVERTISING AGE, by any national! 
advertiser or advertising agency 
executive writing on his business 
letterhead. 


No. 1537. The 1939 “I Buy Quiz.’ 


| Purchasing habits of Eau Claire, 
| Wis., consumers have been analyzed 
| and compiled in this booklet issued 
by the Leader and Telegram. Ques- 
tionnaires returned by consumers 
cover brand preferences on 43 
| classifications. 


|No. 1538. Western Canada’s Better 
Farm Homes. 

The Country Guide and Nor’- 
West Farmer, Winnipeg, has issued 
this report showing the type of 
farms and homes occupied by its 
readers, as well as other data cover- 
ing the farm markets reached by 
this publication. Statistics covering 
“Guide farmers” are compared with 
the average for Western Canada. 


No. 1511. A Line on the New Or- 
leans Market. 
This new market data booklet, 
issued by The Times-Picayune and 
New Orleans States, covers figures 


on natural resources, shipping, 
manufacturing, retail sales and 
other trade barometers. Maps and 


tabulations give the details of the 
papers’ coverage of the market. 


No. 1509. Kentuckiana . . 
tentialities. 


This brochure, the second annua! 
issue by the Louisville Courier- 
Journal and Times, is a factual sur- 
vey of the Louisville trade area, 
containing a breakdown of statisti- 
cal information to show the mar- 
keting potentialities in the Ken- 
tuckiana area. 


Its Po- 


No. 1516. News from a Christian 
Viewpoint. 

The Christian Science Monitor 

has issued this 24-page booklet 


| which describes the news, editorial 
|and feature contents of the paper 
and its Weekly Magazine Section, 
and sets forth its journalistic stand- 
ards and practices. 


No. 1533. Register City. 

The New Haven Register has 
issued this study of the New Haven, 
Conn., trading area, covering popu- 
lation, buying power, retail sales 
and other market data. The broch- 
ure stresses the value of “Register 
City” as a test market, outlining its 
diversity of population, pursuits 
and income. 


No. 1534. Rate and Data Catalog. 


This 1939-40 edition of the Rate 
and Data Catalog of the high school 
market, issued by Richmond Adver- 
tising Service, covers rates, circula- 
tion and other data for 625 high 
school newspapers, magazines and 
year books published in 33 states 
and the District of Columbia. 


No. 1508. The Story of Phoenix 
Arizona. 


This compilation of the first 200 
cities as they rank in population, 
retail and wholesale sales, income 
tax returns, telephones and other 
market indices has been issued by 
the Phoenix Republic and Gazette. 
The material is conveniently 
arranged so that the standing of 
Phoenix in each classification may 
be seen at a glance. 


No. 1532. How We Keep House. 

Reader-Editors of Woman’s Home 
|\Companion, a cross-country group 
lof readers of varying incomes and 
| ages, who function in an advisory 
| capacity, supply the information on 
housekeeping methods contained in 
Reader-Editor Report No. 25, issued 
by the Companion. What they use 
to clean silver, lamps, pewter, win- 
dows, bow often they do or have 
done the various cleaning jobs of 
the household, form some of the 
many tabulations 
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HEADS PLANS BOARD 


Charles L. Whittier, formerly vice-presi- 
dent and copy director of Young & 


Rubicam, is now vice-president and 
chairman of the agency's plens board. 
(Other chances are listed on Page 10.) 


‘Real Income’ of 
Consumers Gains 
13% in August 


Minneapolis, Sept. 12.—An_in- 
crease in both cash and “real in- 
come” of the Amrerican public, due 
largely to better returns from in- 
vestments, was reported today by 
Investors Syndicate in its monthly 
economic analysis. 

The current report shows that 
“real income” at the start of Au- 
gust was $1.13 as compared with $1 
a year ago. Cash income was $1.11 
as compared with $1 in 1938 while 
living expenses were 98 cents as 
compared with $1 in 1938. Any 
changes in living costs which may 
be affected by the war will not 
be reflected in this study for some 
time to come. 

Investors Syndicate points out! 
that its term, “real income,” is an 
average relative figure of income 
and outgo, rather than mere sub- 
traction of cash income from cash 
outgo. It adds that one of the most 
significant changes apparent in this 
report is the increased income from | 
nvestments. | 


Wage Earners Gain 


At the start of August this was 
$1.03 compared with $1 in 1938. | 
The July ratio was 98 cents against | 
$1 in 1938, while the June ratio was 
88 cents to $1. 

Wage earners were receiving 
$1.24 at the beginning of August as 
‘ompared with $1 in 1938; salaried 
vorkers were receiving $1.09 as 
compared with $1 last year. Farm 
ncome was on the minus side, be- 
ng reported at 93 cents for July, 
1939, as compared with $1 last year. 

Abundant crops have been one of 
the big factors in holding down liv- 
ng costs, the report says. Food costs 
vere placed at 96 cents in August, 

s compared with $1 in 1938. Rents 
emained the same. 

Many miscellaneous items were | 


Diversity of Industry 

and lack of violent 

business fluctuations 
make 


BALTIMORE 
the ideal “TEST” CITY 


a 
—s 
—— 
ee 
—— 


ON THE NBC RED NETWORK | 


os ata tome some oan ile Waiee Adie 
ieee co otmiasions to bell ome | Independents to 
Football Schedule 


automobile accessories, shaves, 
shampoos and manicures. They av- | 
ai aaa t — as —s San Francisco, Sept. 14.—Adding 
sgt herdiee a ae | important independent games to its 
P coverage of the Pacific Coast Foot- 


vided figures from which most of | “ 
these averages have been drawn, | Pall Conference, Tide Water Asso- 


: . ‘ |ciated Oil] Company will reach a 
according to Investors Syndicate. ‘new high in broadcasting of this 
| sport during the fall. Networks will 
av — |be relied on to a greater extent 
Esquire” Leases Store than ever before. Another innova- 
Articles advertised in the Christ- | tion is the placing of commercials in 
mas issue of Esquire will be placed | the hands of the commentator on 
on display in a store, leased for the |the field, rather than by studios. 
season by the magazine, at 605 Fifth | The commentator will alternate 
avenue, New York. As a service to | with the sportcaster at the micro- 
gift shoppers, attendants at the | phone 
“Christmas Fair” will be provided | . sos 
with lists of retail stores through- PP ng Be Fanta Petaigy omg = 
out the country where the various | 52/€S P & 
products may be bought. | Water, recalled that the company 


| tested the effectiveness of football /LE.S. Lamps 


| broadcasts in 1925 with a two-sta- | 


| tion hook-up and has steadily aug- 
mented its activity in every 
| succeeding year. The NBC Red, Co- 
'‘lumbia and Mutual networks will 
|be utilized this year, with inde- 
|pendent stations also being sched- 
uled to obtain fullest possible cov- 
erage in Tide Water territory. 

The 1939 broadcasts will cover 88 
games, including the complete 
schedules of St. Mary’s, Santa Clara, 
University of San Francisco, Loyola 
'and Gonzaga. Many of these con- 
tests are scheduled for Friday nights 
and Sundays. They will be broad- 


over KQW, whose new directional- 
ized transmitter will go into opera- 
; tion Oct. 1. Similar facilities will 
be used in Los Angeles through 
KFAC. The football news will 
reach as far west as Honolulu. 


WAR BUSINESS 


IN WAR, as in peace, Business Week will stick to its regular job. 


cast in the San Francisco Bay area 


\in Newspapers 
. E. S. Better Sight Lamp 
| Makers, Cleveland, which has used 
/Magazines primarily in the past, wil) 
|go into newspapers heavily in its 
' fall campaign. Foster & Davies, Inc.. 
Cleveland, handles the account. 
Both General Electric Company 
and Westinghouse Electric & Mfg. 
|; Company will tie up with the news- 
| paper copy in many markets. Ac- 
| cording to present plans, each wil) 
use three 1,000-line advertisements 
'in newspapers. 


|Koolshade to Ludgin 


Earle Ludgin, Inc., Chicago, has 
' been named by Ingersoll Stee) & 
| Dise Company, Chicago, to handle 
'the advertising of its Koolshade 
| screen, a new window screen fabric 
which retards the penetration of 
|solar heat. Magazines and business 
|; papers will be used. 


That job is to report faithfully and to interpret with discernment the 


news of business and for business, in the light of its significance to 


active management. 


As the war creates new and complex problems, Business Week 


will cover the news from abroad as it affects business here at home, 


and the war news at home as it bears on the day’s work. 


The set-up for handling this special assignment is described on 


the front cover of Business Week for September 16th. The new edi- 


torial department, “War Business’— planned in advance and now 


launched — is to supplement the regular coverage of the war’s effects 


on general business. It will assemble the news of developments hav- 


ing to do with the handling of war orders, transactions with bellig- 


erent and neutral powers, regulations by our own and foreign gov- 


ernments that modify normal business procedure. 


In undertaking this distinctive service, Business Week offers to 


active management in time of war the same kind of practical help 


that has won its following in time of peace. Readers and adver- 


tisers alike will find its columns of increasing value as new policies 


are formulated and as new buying relations are established to gear 


American business to a war-time 


ect ynomy . 


BUSINESS WEEK 


The Executive’ 


s Business Paper 


330 WEST FORTY-SECOND STREET 
NEW YORK, N. ¥. 


In War. as in Peace, Business Week is 


{L.1. Business! 
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G-E Appliances [hive the ‘same responsibility ‘for To Use Studios | COTY STARTS FALL CAMPAIGN 

to Bridgeport: eet rita i |peneuth Suriace | ’ 

Bullock at Helm gag Wrinayer, ssid that both of {EM Air Raids 


Cleveland, Sept. 14.—Removal of | today’s announced plans are di- Chicago, Sept. 13.—Subterranean 
ts specialty appliance division from | rected at consolidation of all public| studios insure a constant flow of war 
Cleveland to Bridgeport and ap-j|relations activities. The recently | news from European cities regard- 
pointment of | announced full-line appliance cam-|jess of the fortunes of the conflict, 
Boyd W. Bullock | paign under the slogan, “It’s easy/managers of Blue network and 
is advertising to stay young,” exemplifies the type | affiliated stations heard here yester- 
manager of the of advertising which will receive | day as National Broadcasting Com- 
-ompany’s ap- |increasing attention under the new/ pany staged short wave broadcasts 
pliance and set-up. ‘from London, Berlin and Paris for 
merchandise de- Short Wave Expert the occasion. Reporters in the three 
partment at cities explained that in the case of 
Bridgeport were air raids, the underground studios 
mportant moves ican be turned to use at a moment’s 
announced by ; ; lnotice, insuring adequate news 
General Electric closely associated with apparatus coverage under any conditions ex- 
Company today and institutional advertising and| ,, pt those of a direct hit. 
aia n the interest of broadcasting. In the latter role, | The broadcast was under the 
enh ee: coordination. Boyd Bullock | he has played a prominent part in| direction of A. A. Schecter, head of 

Mr. Bullock, the development of international |the special events department, who 
who has been with G-E at Sche-|Short-wave broadcasting in the|gew from New York for the occa- 
nectady for 17 years, will direct United States. In addition to its| sion, 
idvertising and promotion pro-| three domestic stations, WGY in Niles Trammell. executive vice- 
grams for all products sold to Schenectady, KGO in Oakland and| president, presided at the meeting, 
consumers through retail channels, KOA in Denver, General Electric) which ranged from such _ serious 
with the exception of heating) owns and operates two short-wave | subjects as how to assist advertis- 
and air conditioning lines, but in- | stations, WGEO and WGEA, in |ers in merchandising their programs 
‘luding refrigerators, ranges, water | Schenectady, and KGEI at the|to such humor as moving pictures 
heaters, electric kitchens, dishwash- | Golden Gate International Exposi- lof a recent strike, synchronized with 
ers, radio and television, home| tion in San Francisco Bay. These! sound which explained that this was 


Mr. Bullock has been assistant P 
manager of the publicity depart-| 
ment since 1933, and has been 


ae wl 
shh i. 
se. 


laundry equipment, clocks, clean-| facilities are being augmented bythe typical appearance of « Blue 
ers, fans, heating devices and con-!a new television transmitter. inetwork gathering. 
f = 


| This color copy is being used by Coty, Inc., in national magazines in an extensive 
fall campaign. J. D. Tarcher, New York, is the oul egeney. 


Joins oslo Bureau Schnell dvenced 


Michael Schoenfeld has joined | W. G. Schnell, for the past four 
Foreign Advertising & Service Bu-| years account executive, has been 
reau, New York, as account execu- | named vice-president of Russell T 
tive. Gray, Inc., Chicago. 


Gets Kellers Baking Furgason Adds Bailey 

_ Kellers Baking Company, Port-| Dean Bailey, formerly with the 
land, Ore., has placed its advertis- | radio department of Capper Publi- 
ing account with John D. Simon cations, New York, has joined Gene 
Company, Portland. 'Furgason & Co., Chicago. 


— a 2 — 


| A Troyarean is one of the 204,447 per- 
sons who live in the Troy Area. There are 
119,324 of them within the 3!/2-mile A.B.C. 
City Zone radius, 85,123 more in the sur- 


st gt i | 13 033 TRUCK, BUS AND TAXI | FLEETS 
| tei can dn be defined as mighty good customers | COMPRISE THE QUALITY” AUTON 
| to have. Annually they spend more than $63,664,000 on retail | FLEET MARKET... THE EFFORTS OF THIS 


purchases, including $19,098,000 for food, $7,057,000 for auto- 


mobiles, $2,052,000 for pen and toilet iol | | PUBLICATION ARE DIRECTED SOLELY 
And here's another definition of Troyareans: Those who read » ) 10 THIS FIELD... IN ITS ENTIRETY 


} 
| 
| 
The Record Newspapers. For Troy's sole dailies reach "every- 
body" in this profitable sales field. 
inci i . *Investigations hav roved 
| Troyereans, incidentally, comprise New York State's lowest | ee ee ee 
cost major market, for one rate of 12c per line buys blanket | vehicles does not constitute a 
buying unit, and is not large 
| coverage. enough to justify 
the installation of 
shop equipment. 
£ MORNING and EVENING 
# 
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dising tie-up which calls for the) * |June 25, 1938. This is a drop of Ten Publications Join 

SILVER ANNIVERSARY award of a silver trophy to the dis- | arnings of | 98.8 per cent. A dit Bureau 

tributor with top sales at the end of : u 

the year. Other distributor contests Pathe Film Corporation 


+ | Audit Bureau of Circulations, im i 
are also in progress. Dealers are V ertisers Net profit amounted to $35,310| Chicago, has admitted 10 publica- * ae 


being furnished with blow-ups Of —_ w= | for the first half of this year, com- | tions to greene od Bae eg 
magazine copy, displays, direct mail | pared with $51,679 in the first six —. three magazines: Rocky 
- . . . ountain Sportsman & Western 
pieces and mats for newspaper |Eastern Air Lines ‘months of 1938, a decrease of 31.6) wirg Life, Denver; Home Movies, 
copy. | For the first six months of this| per cent. Hollywood; and Crime Detective, 
Ruthrauff & Ryan, Detroit, is the | year, net profit amounted to $363,- | ; New York. New ABC _ business 
agency in charge. 416, an increase of 145.9 per cent Celotex Corporation papers are Western Canner & 
—_ over net profit of $147,764 for the Net profit totaled $436,774 in the on ag, egy: Poe National 
° : ‘ - ended July 31. an increase | Furniture Review, icago. 

Hotel to Weinberg first half of 1938. For the second | quartet andes my 38 an increase |""Te five new ABC newspapers 
Per quarter, net profit was $130,291, | of 170 per cent over net profit of are: Evening Dispatch, White 
Villa Riviera Apartment Hotel, against $48,942 in the corresponding $161,319 for the July quarter of Plains N. Y.: Morning Guide, Fre- 
Long Beach, Calif. has appointed period a year ago. 1938. For nine months ended July| mont. Neb.: Daily Home News & 

Milton Weinberg Advertising Com- | . ‘ ’ i a a a ed y “9 : } 
any. Los Angeles. to direct its ad- 31, net profit was $447,174, against Sunday Times, New Brunswick, 
Pertising» Newspapers. magavines |Chicago & Southern Air $278,851 for the like 1938 period, a|N. J.; Daily Telegraph, North Platte, 
and radio will be used. aa | For the fiscal year ended June 30, | 8ain of 60.3 per cent. Net sales for|Neb.; and Telegram Tribune, San 

a ‘net profit totaled $69,595, compared | nine months ended July 31 totaled Luis Obispo, Calif. 
| owt : R : Aiscal | $8,549,130, against $6,458,257 in ee 
To Noyes & Sproul | with $13,074 in the preceding fiscal | 


year. This is a gain of 432 per cent. | 1938. 
Allen Laboratories, Inc., New|” . ° Madera to Margoles 


Brunswick, N. J., manufacturer of Columbia Pictures 


Prest-O-Lite Dealers Offer This 


° i | Milt J. Margoles Agency, Milwau- 
New SILVER JUBILEE Medipax, medicated tampon-sup-| ~ pont for 53 i eaaiaie tele , Falvey Joins WOMT ‘kee, has been named by Madera 
iW EVEL BATTERY positories, has placed its advertising | eport for 53 weeks ended July 1) Jack D. Falvey has been named | Wineries and Distilleries, Chicago, 
HILEV account with Noyes & Sproul, New | Shows net profit of $2,047, compared |sales director of Station WOMT,|to direct the advertising of Madera 
a “e York. with $183,393 for 52 weeks ended | Manitowoc, Wis. and Carioca brandies in Wisconsin 
SvES totem heey Oe te eS iieapeaae ie ; poison 
wetlormance under all water capacity developed by Pree? 
eG eae ob kame somlipfeash cages ated ate Sed 
U's fewest Ahage of con tes a year under qormal ume 
Sa deena oat eR CMR TL 


ele cou med et Prierygias cnausbasron at your Prete dealer) You 

co prevent plate shedding. prolong — be convimed that here os the beggest 

hnartery late Seweddy . reg: ents teavtery value tm tome, Mabe your 

now to ovtheoud raed shock A pat ment hatseey the ew Prese(h tite 

cated post seul that prevents corre ton aenl soe money’ 

PRESTO LITE BATTERY CO., INC, INDIANAPOLIS, tmOtamaA 
Plone ot me are Fae — Cavtend —Omion comme City —Tereate 


FREE Rarvery  Wimeerering Server at afl Prost tLe Dealers Ad ter mow 


| 

| 
= | 
to-lite 
BATTERY 
Prest-O-Lite Battery Company uses its 
25th birthday as a merchandising theme 


Will Celebrate 


in hational magazine copy. 
| Prest-O-Lite Copy 
Silver Jubilee 
‘ Indianapolis, Sept. 12.—Prest-O- | 
/ Lite Battery, Company has launched | 
: an intensivg, magazine campaign to 
celebrate itS: 25th anniversary, ex- 
ecutives said: today. Copy to appear | 
this month will mark resumption of | 
national advertising after a one- | 
vear lapse. 
Preliminary to the drive, copy in | 
\utomotive and other publications | 
covering the battery field was used | 
: 'o stimulate dealer interest and to} 
. idd some 650 new outlets. | 
Consumer copy will start this | 
nonth and will run through No-| 
ember. The schedule includes: | 
{utomobile Digest, Collier’s, Motor, 
Popular Mechanics, Popular Sci- 
| mee, The Saturday Evening Post 


nd Southern Automotive Journal. 


Safety Theme Used 


Advertising in these magazines 
vill teature Prest-O-Lite’s MiLevel | 
battery, providing extra space for | 
‘he fluid and thus avoiding the | 


on 


For the printing of illustrated advertising literature, for catalogs, 


anger ef running Gry. Geeciel oll- house organs and booklets, the fine appearance plus excellent press 
er jubilee prices will also be of- | qualities make Champlain Super Calendared an outstanding paper 
ered. . . 4, : ° 
Collter’s has offered an additions! | 7 for economical production. The new Champlain Broadside gives 
neentive to dealers in a merchan- | SEND practical suggestions for proper use of inks in printing halftones 


a for your copy ot . ° ° 

<== = Champlain Broadside and illustrates how to obtain excellent results with utmost economy. 
“Think of Inks."" Ad 

dress requests to Sales 


Dept. F. INTERNATIONAL PAPER COMPANY 


220 East 42nd Street, New York, N. Y. 


| Branch Sales Offices 
BOSTON * CHICAGO + CLEVELAND 


lime-Tested 
TANGIBLE RESULTS 
MERCHANDISING 
PLAN 


to our 


\dvertisers 


Ask About It! 


. 4 <* ne 


J. WM. HASTIE NEW YORK 
F.E.M.COLE CHICAGO 


DUNCAN A. SCOTT 
PACIFIC COAST 
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September 18, 1939 


Promotion 
Review 


From WEEI, Beston CBS station, 
has come the second in the series 
of breath-taking tales relating the 
amazing experiences of Wilbur 
Fripp, that ne plus ultra-ish office 
boy who invariably comes up with 
the right answer. This one is “Res- 
cued from Ruin; or Wilbur Fripp 
Wins Again,” and like the first, it 
was produced by the facile pen of 


Roscoe George. Produced in the 
best Horatio Alger typographic 
style, and with illustrations to 


match, it gets over a good bit of 
selling for the station while provid- 
ing entertainment. 

To make the illusion even more 
exciting, the booklet came with a 
letter on the letterhead of “The Fink 
Whortles Co., Inc.,” whose president, 
J. Whortleberry Fink, and office 
boy, the aforementioned Wilbur 
Fripp, are the traveling heroes of 
“Rescued from Ruin,” while its ex- 
sales manager, Frank Montmorency, 
is the villain of the piece. 


* Bd 


| 
Esquire provides prospects with | 
an elaborate brochure giving a pre- 
view, through Editor Gingrich’s 
eyes, of the December gift issue, 
based on the general theme that 
“Christmas was never like this.” 
Added editorial features, plus the 
unusual merchandising support 
which will be given products adver- 
tised in the issue, are stressed. 
ue * te 
The Wichita Falls, Tex., Daily 
Times and Record News add an 
extra zip to a broadside containing 
market and statistical material by 
enclosing a reprint of the front page 
of the Record News telling of the 
sensational] development of a new 
wildcat oil well. 
ae 


ws 


ye 

And House & Garden gets pros- 
pects excited about its November 
“Deep South” issue with an adver- 
tisement printed on a silk panel in | 
the best 1890 playbill style, which | 
was sent out wrapped around 
cardboard cylinder. 


a} 
} 
' 
cea 


It wouldn't be right for us to tell | 
you who John Doe, in Room 708 | 
of the Graybar bldg. in New York} 
is, but we can tell you that he has 
sent advertisers and agencies a dou- 
ble card, including a ballot, in 
which he offers 50 of your favorite 
cigarettes free if you can provide 
the answers to these two questions: 
1. During the first six months of 
1939 did retail sales gain most in 
the big city market or the small 
town market? And 2. In the mar- 
ket you have checked, which wom- |} 
en’s magazine has the largest circu- | 
lation? | 

rg 


Bakers’ Helper told its prospects 
that 1939 is a good year in an 
attractive four-page folder designed 
to create additional interest in its | 
Sept. 16 and Sept. 30 issues. The | 
first page carried a background of | 
‘lippings from newspapers report- | 


® * 


NOW(YOU 


HOSPITALITY 
in WASHINGTON 


Try the Raleigh 
the next time you 
visit Washington 
... you'll be glad 
you came. Rooms 


from $3.50 
Mi 


HOTEL 


’ 


PENNSYLVANIA Ave. at iath St. NW 


WASHINGTON, D.C. 
C. C. Schitfeler, General Manager 


—_—— 4 — — —$——$—— —__—__—_ 


ing increased sales, profits and earn- }a man taking his ease at home. | It | Describes Farm 
ings, among which the reports of | turns out that his pipe, dressing | ° ° 
half a dozen bakery organizations | gown, the furniture he’s sitting on, ww — cai is 
inent. etc., etc., were purchased or influ- vertising acts umber , 
peer ae : | based on a survey conducted by the 


‘ed by i oman. a oe 
je ~~ — y | National Fertilizer Association, has 
— ss /been issued by the Bureau of Ad- 
a ree | The Salt Lake Tribune-Telegram | vertising, American Newspaper 
is telling a readership influence and | Publishers Association. 

reas ee ae n_edel -all The survey shows that 76.8 per 
nee lag ge Piao gyno Pigg |cent of 32,000 farmers a 
i rendle Broadcasting Corpor- , . <y:_|in 35 states were regular dally 
King Tren E a pounds some of the youth activities | newspaper readers in 1938, a gain 
of 7 per cent over the number re- 


ation and NBC Transcription Serv- | sponsored by the publications. 
ice have been sending out offering | hha | wanted cn Saeee aie. 


transcriptions of the Green Hornet’ , 
show to advertisers and agencies. To Install Transmitter 

The green hornet does most of the} The Journal Company, Milwau- | 

buzzing in person in the campaign.|kee, owner of WTMJ, has been’! M. D. Bromberg & Associates, 

, * ¢ granted a construction permit by | New York, has been appointed rep- 

‘ the Federal Communications Com- | resentative of Ahora, Buenos Aires, 

The Los Angeles Times points UP | mission to install a 1,000 watt fre- | Argentina, semi-weekly rotogravure 

the value of woman readership in|quency modulation transmitter to | magazine, and Cordoba, evening 

an inexpensive folder illustrated by | operate on 42,600 kilocycles. ;newspaper of Cordoba, Argentina. 


. & 


If you feel a buzzing 
ears, it probably has something to 
do with the series of teaser post- 
cards, plus the broadside, which 


‘Two Appoint Bromberg 


Meyer-Both Adds Two 


Arthur Schiff, formerly with Re- 
tail Reporting Bureau, Inc., New 
York, has joined Meyer-Both Com- 
pany, New York, as operating man- 
ager of Meyer-Both Reports, a new 
merchandise reporting service. 
Louis Schlimer, formerly sales pro- 
motion director of McGreevey, Wer- 
ring & Howell, Inc., New York, has 
been appointed manager of the 
source department of the new serv- 
ice. 


Tannehill Joins Mc-E 

Robert W. Tannehill, former}, 
with Blackett - Sample - Hummert 
and H. W. Kastor & Sons Advertis- 
ing Company, has joined the radio 
department of McCann - Erickson, 
Inc.. New York. He will assist 
Stuart D. Ludlum in directing radio 
merchandising activities. 
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Coming 
Conventions 


Sept. 19-20. Annual meeting, 
National Publishers Association, 
Skytop Lodge, Skytop, Pa. 

Sept. 20-22. Annual conference, 
National Industrial Advertisers As- 
-oeiation, Hotel New Yorker, N. Y. 


Sept. 25-28. Annual convention, 
dvertising Typographers Associa- 
“on of America, Belmont Plaza 
Hotel, New York. 

Sept. 27-29. Annual convention, 
Direct Mail Advertising Association, 
Roosevelt Hotel, New York. 

Oct. 1-4. Annual meeting, Mail 


| Advertisin 

Hotel Astor, New York. 
Oct. 2-3. Boston Conference on 

Distribution, Hotel Statler, Boston. 
Oct. 16-17. Fall meeting, News- 


ciation, Chicago. 

Oct. 17-18. Fall meeting, Inland 
Daily Press Association, Hotel Sher- 
man, Chicago. 

Oct. 19-20. Annual convention, 
Audit Bureau of Circulations, Hotel 
Stevens, Chicago. 

Oct. 19-20. First annual meeting, 
Packaging Institute, at Edgewater 
Beach Hotel, Chicago. 

Oct. 25-28. Annual convention, 
Association of National Advertisers, 
The Homestead, Hot Springs, Va. 

Oct. 26-27. Annual convention, 


Com 


_ as | 
Service Association, | Pacific 


paper Advertising Executives Asso- 


WOMAN'S HOME 


Eight Name Mackenzie 
Mackenzie, Minneapolis, has 
added the following accounts: White 
, Mfg. Company, St. Paul; Fred Gal- 
i\laher Company, Owatonna, Minn.; 


|Pophitt Cereal Company; Forman, 
York, | Ford & Co.; Favorite Mfg. Company; 


Council of American Asso- 
ciation of Advertising Agencies, 
| Hotel Del Monte, Del Monte, Calif. | 


Begins Hair Dye Drive 


Sales Affiliates, Inc., New 


iis using 59 newspapers im 57 mar- |Security Food Company; Currier 
kets and one national magazine in , Manufacturing Company; and Ly- 
a fall campaign for Inecto-with- | don-Bricher Mfg. Company, all of 
Lustrium hair coloring. The que | SEReEgeTS. 

paign, through Grey Advertising | ee a 

Agency, New York, will run every : 

week until Dec. 15. 'Grombach, Reeves Linked 
| a aR | Jean V. Grombach, Inc., tran- 
Dewey with Trowbridge _seription program producer, has 


arranged an affiliation with Reeves 
Sound Studios, Inc., 1600 Broadway, 
New York, by which Grombach will 
take over recording activities of 


Joseph E. Dewey, formerly with 
|! Thomas Cusack Company and Gen- 
'eral Outdoor Advertising Company, 


'has joined Trowbridge Outdoor) Reeves. Miller Broadcasting Sys- 
Advertising Corporation, Newark,|tem, New York, recently took over 


N. J.. in charge of sales. ithe former Grombach studios. 


PANION SELLING 


, VERCHANDIS)),- 


« 


———$ 


Ve CR »~ 


CREATING DEMAND by editing to womens needs CLINCHING SALES with o consistent program of 


cs expressed by 2,000 + 


epresertctive Reccder-Editors. notion-wide merchone:sing. 


LARGER CIRCULATION THAN ANY OTHER WOMAN'S MAGAZINE—3,130, 706 


| 


Annual Joint Life 
Insurance Drive 
Is Boosted 25% 


Copy Scheduled for 
770 Newspapers During 
Week of Oct. 23 
New York, Sept. 12.—The Annual 


Message of Life Insurance, a co- 
operative campaign sponsored by a 


fvariety of insurance interests, wil) 


be supported by a 25 per cent in- 
crease in the advertising budget 
this year, according to Seneca M. 
Gamble, chairman of the advertis- 
ing committee. 

Copy will appear in 770 news- 
papers in 444 cities, with insertions 
ranging from 600 to 1,000 lines de- 
pending on the size of paper. Ad- 
vertising will appear during the 
week of Oct. 23. The Annual Mes- 
sage serves as substitute for Life 
Insurance Week which was for- 
merly observed. 

Mr. Gamble said that the drive 
will “picture life insurance in ac- 
tion.” This aim, he explained, wil) 
be achieved through case histories 
showing the nature of life insurance 
benefits, and by statistical totals 
revealing the extent of these bene- 
fits to the public. 


Broad Scope Analyzed 


Annual Message copy will at- 
tempt to make comprehensible the 
sum of $2,600,000,000 which was 
paid in benefits last year by 137 
companies who handle 92 per cent 
of the business in this country. 
How benefits paid to widows, or- 
phans and old people helped them 
will be shown, and it will be 
pointed out that this sum would 
have bought all of the nation’s 
bread and butter and was two and 
one-half times the amount spent 
last year for national defense. 

The National Association of Life 
Underwriters, as well as non-mem- 
ber companies participating in the 
Annual Message, will provide mats 
for newspaper advertisements by 
local associations and _ individual 
agents to tie in with the nationa) 
drive. The copy will also be made 
available to local advertising man- 
agers of newspapers, many of 
whom have used this material to 
develop special sections or pages in 
other years. 


Plan Essay Contest 


Other aspects of the promotion 
include copy for local insertion, an- 
nouncing a prize essay contest. Ten 
prizes ranging up to $200 will be 
offered in nine geographical dis- 
tricts. A window display, illustrat- 
ing the theme, “Life Insurance— 
Today’s Harvest from Yesterday’s 
Foresight,” has also been prepared. 
J. Walter Thompson Company is 
the agency. 
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Voice of the Advertiser 


Pat on the Back 

To the Editor: Noting an item 
in a recent issue indicating how an 
advertiser pays to give the pub- 
lisher a pat on the back, we think 
it is somewhat similar to that of 
the full-page advertisement of 
Union Die Casting Company, which 
recently appeared in this publica- 
tion. 

Since this, we believe, was the 
only publication used, the manu- 
facturer evidently knew what he 
was talking about when he gave 
paid tribute to us in his own copy. 

M. M. WHITEFIELD, 
Hardware World, Chicago. 


i 
The New York Fair 
in Retrospect 


To the Editor: New Yorkers are 
becoming proudly aware of the fact 
that whether they have a world’s 
fair again next year or not, their 
city is still the greatest attraction on 
earth. As the big side show in their 
backyard slips into its final months, 
the merchants and residents of 
Manhattan look back upon a sum- 
mer season that has been gay and 
profitable despite, rather than be- 
cause of the fair. 

Perhaps you have seen the fair. 
Perhaps you are one of those who 
don’t think it worth seeing. At any 
rate you must wonder why rumors 
have circulated to the effect that it 
did not “click.” You must wonder 
what prompted the rumors, how 
true they are, how much harm they 
have done to the Fair itself. 

To reverse the usual order, Dame 
Kumor has done inestimable harm. 


That utterly false 50-cent frank- 
furter story is still heard in the 
hinterlands. So is the one about 


the hotel that sells a combination 
broom-closet and fire-escape as a 
ten-dollar suite. 


These things started by being in- |Readership Study 


nocent jokes, like the anecdotes that | 
plagued the early automobile; 
they went the rounds and took root 
vherever local communities wanted 
to keep vacationists’ money 
home. The automobile 
its “get a horse” days. Given suffi- 
cient time and an even chance the | 


This department is a reader's forum. 


but | your 


at| want 
lived down | Organization 


fair will shake off its own detrac- | 


tors. It is daily winning more and 
more support from those who 
feared the loss of local trade 


through their townsfolk’s exodus to 
New York. 

On this score, the fair corporation 
itself got off to a bad start. They 
permitted the antagonism and dis- 
trust of out-of-town merchants to 
assume = detrimenta! proportions 
without proposing a single ameli- 
orating plan. Why didn’t the 
amased promotion brains of that 
great enterprise develop some kind 
of general contest in which out-of- 
town retailers might have partici- 
pated to stimulate their own busi- 
ness as well as interest in the fair’ 


Not only was the influential local | 


businessman neglected, 
powers which mould public opinion 
were ignored. The handling of the 
press by the fair officials and public 
relations executives is a by-word 
of bad taste and a brazen example 
for all such undertakings to come 
The hotels themselves fell hei: 
to the same conceit. They and the 
Fair Corporation made one common 
error. They decided not to adver- 
tise. Offhand, it might seem that! 
this was a logical decision. 
ness was expected to roll down 
from the roof and seep up from the 
cellar. It didn’t. It never does. 
Before me lies a report of the 
American Press Association. Nat- 
urally, publishers would be 
pected to say that the fair ought to 
idvertise and pay for it. But even 
discounting a degree of well-inten- 
tioned bias, aren’t they right? Pub- 
licity passed out to be run free i 
not enough to kill the cost bogu 
Talk of exorbitant prices 
have been challenged by paid space 
through the press and radio 
Millions of inches of free 


nonths of free time on the air have 


Busi- | 


eXx- | 


but the) 


should | 


| 


type, | 


Letters are welcome. 


STRAIN YOUR EARS, PLEASE 


Some men never miss a Irick 


C 


Sere 
men 0OP OS” 


TALON PLACKET FASTENER 


en roe & 


wu 


These two “sh-h-h" admonitions appear on facing pages of a national magazine. 


been contributed by public-minded 
newspapers and broadcasters with- 
out compensation from New York 
hotels, restaurants, merchants or 
any others who stood to profit, in- 
cluding the fair itself. Only re- 
cently have a few far-seeing hotels 
revived their dormant appropria- 
tions. Significantly, it is these es- 
tablishments which are now pros- | 


Quiet, Please 

To the Editor: SH-H-H! Adver- 
tisers have embarked on a SHUSH- 
ING campaign! 

Notice accompanying Shushers 
from facing pages 46 and 47 of 
October Ladies’ Home Journal. 

WHAT did you say? 

S. S. BAKER, 

H. M. Kiesewetter Advertising 


pering. ns ot eta ord 
TuHeovore R. NATHAN, Agency, Ne 7 —e 
Assistant General Manager, | 
Dreier Hetels, New York. Good Old Ss. A. 
vv Features Bank Copy 
Lauds Comment on To the Editor: Many observers | 


here believe that the new campaign | 
sponsored by the Beneficial Saving 
To the Editor: I have just read | Fund, and planned and prepared by 
editorial entitled, “Business | this agency, indicates a trend on the 
Paper Readership” in the Sept. 4| part of banking houses to follow the 
issue of ADVERTISING AGE, and [|/lead of other successful advertisers 
you to know that the Starch | with respect to copy appeals. 

appreciates your ap- | In one insertion the same uppeal 
proach to this question, as reflected | used to sell dentifrices, deodorants 
in vour editorial. and fragrant smelling tobacco — 


CHARLES A. WOLcor’, namely, sex appeal—an approach 
Daniel Starch, New York virtually unheard of in bank adver- 
—“. tising. . . 
. The entire campaign, scheduled 
Kernel of Wisdom \for Philadelphia newspapers, has a 
To the Editor: “Rough Proofs” |Ppsychological keynote with copy | 


pointing out that financial security 
promotes peace of mind which, in 
turn, goes a long way toward assur- 


may now rest on its laurels and feel 
satisfied with the year’s work after 
giving utterance to this sage and 


supient sentence in your Sept. 11/ing success both in business and 
issue: personal life. Success in business 
“Governmént promotes illusion |#nd marriage, as a result of an ab- 


sence of financial worries, is thus 
stressed throughout the series. 
EUNICE WOLF, 
Richard A. Foley Advertising 
Agency, Philadelphia. 


NEW THEME FOR BANK COPY 


“He’s the Man for Me... 
1 wouldn’t Marry a grouch 


He smiles easily and often, for his Beneficial 


everywhere but in advertising.” 
As a small, neat package of wis- 
dom, there’s a masterpiece. 
Apert A. GALE, 

Pietsch, Inc., Chicago. 


Gale & 


4 
‘. 


Savings Account keeps him free from worry. 


is some lucky girl saying the same for 
uw? Will she marry you, secure in the 
knowledge that you will be a safe hus- 
sand — yet a lighthearted companion 
who will eagerly join her in the happy 
ob of making a home ? 
Only if your mind is at ease, will you 
know cé Weekly 
leposits in a Beneficial Savings Account 
is the sure, easy way to insure lasting 


mmplete happiness 


peace of mind 
It’s the sensible way to save, tow, 
y because this friendly Mutual Savings 


Bank is managed solely for tt 
of its depos 


¢ benefit 


itors. They get all the profits 


BENEFICIAL 


SAVING FUND 


One dollar will open a Savings Account. 
Stop in at one of our three convenient 
ofees and start w save — TODAY 


1200 CHESTNUT STREET 
626 E.ALLEGHENY AVE. BROAD ST.& SNYDER AVE. 


Sex appeal makes its bow in bank advertising in this Beneficial Saving Fund 
insertion telling of one technique that males can use to win feminine hearts 


Urges Full War 
Reality on Air 


To the Editor: Reports from 
Washington say that the broadcast- 
ing industry has agreed to eliminate 
both horror and propaganda in its 
reports of the European war. There 
can be no question as to the desira- 
bility of keeping personal opinion 
off of the air waves, but there is 
plenty of room for discussion about 
the advisability of trying to make 
the radio audience believe that vio- 
lent death is all a part of the day’s 
routine. 

For my part, I believe the Fed- 
eral Communications Commission 
could do the United States a great 
service by allowing broadcasters to 
report the war and let the chips fall 
where they may. Some of the 
greatest stories of the conflict thus 
for have been those telling of the 
flight of civilians from the war 
zones. Certainly no one who can 
read can fail to be touched by the 
| pathos of the stories of these fugi- 
| tives, forced from their homes by 
the onslaught of the German hordes. 
Such stories, in confirming the 
| American people’s hate of war, may 
jalso teach them to despise those 
who resort to force of arms to win 
their points. Thus, according to 
the reasoning of the FCC, such fac- 
tual reports may become “propa- 
| ganda.” 
| I am all for the 
| European war, but I feel that the 

radio should be permitted to tell 
facts—as many facts of any nature 
which it can secure. The war 
should not be presented in such in- 
nocuous terms as say, a_ baseball 
game. The radio listener has a 


neutrality in 


available. He has a right to know 
that Poles found guilty of sniping 
from their homes are shot without 
delay; that high explosive _ still 
|/rends the human body with which 
it comes into contact; that machine 
guns cannot be captured without 
the loss of precious human lives. 
The newspapers tell us that war 
widows are appearing on the streets 
|of Berlin. Let us hear more of the 
| war widows of Paris, Warsaw and 
|London. A few 


right to all of the details which are | 


words about the | 
|orphaned might not be amiss. In| 


| fact, I feel that we cannot have too 
|}many facts about this newest, and 
because of the advances of science, 
the most hateful of all wars eve: 
fought. 
E. C. PETERS, 
Emporia, Kan 
eo ® 


Orders De-Emphasis 
on Radio War News 


To the Editor: Because of the 
dangers of propaganda, the limita- 
tions imposed by censorship and the 
jingoistic possibilities of high pres- 
sure coverage, we have decided on 
an immediate de-emphasis of ow 
news bureau’s activities in the 
European war crisis. Four addi- 
tional five-minute news summaries 
spaced at strategic intervals with 
WFIL’s normal six daily news peri- 
ods, will replace the barrage of bul- 
letins that have made a polka dot 
pattern of the day’s schedule. In the 
future program interruptions wil! 
be permitted for only flashes. 

During the week leading up to 
the outbreak of war and: the few 
hectic days that . followed, the 
American public literally had its 
ears glued to the loudspeaker for 
news. Suspense brought about that 
condtion and WFIL did its share 
in the task of catering to the public 
thirst by putting on more bulletins 
in a week than we normally do-in 
a year. But now that the initial 
shock is over and bearing in mind 
the rigors of censorship and the 
barrage of propagonda being direc- 
ted at this country, we here at 
WFIL feel that the dangers of sen- 
sationalism are all around us and 
are frought with possibilities that 
should not be lightly passed over. 
RocerR W. CLIppP, 
| General Manager, WFIL, Phila- 
delphia. 


vwy 
| Grammarion’s Query 
To the Editor: I notice that in 
the teaser copy Buick has been run- 
ning in newspapers, one of the 
rhetorical questions posed is this: 
“What car for next year has a 
front seat so wide that three is good 
company and four is no crowd?” 
Is is correct? 


J. Bn 
San Antonio, Tex 


SUN 


*- 
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Dear Sunset :—Ou 
magazine (February 
plies from prospective 
about our new Master 


first 


We consider these 
prospects for new homes 
plying to them, we parcel 
out to West Coast deale 
“New Jobs Ahead Progr: 


Sunset “leads”. 


(iuide, Philosopher. 
& Friend in over 
25.000 western 
homes 
| 
} 
Lane Publishing Co. 576 Sa 
Los Angeles, 426 South ‘Hi: New York, 
Chicago, 75 Wacker Drive; 


SOLD 


IF YOU DEAL WITH BUILDERS, 
READ ABOUT ‘‘NEW JOBS AHEAD’’ 


issue) 
home 
Kraftile 


Sunset 


You should see how hungry the trade is for these 
It’s as fine a tribute 
zine’s acceptance by the trade as I’ve ever seen. 


Detroit, 710 


SET 


ad to appear in your 
brought in 1250 re- 


builders inquiring 


inquiries as Class A 
or remodeling. After re- 
the names and addresses 
‘rs in what we call ow 
am.” 


to a maga 


C. W. Krart, President 
Kraftile Company 
Niles, California 


Street, San 
551 Fifth Ave.; Boston, Old South rre 
l 


cramento Francisco, Calif. 


Stephenson 
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PROMOTES NATIONAL SILK WEEK 


| 


The Silk Guild used an ever-popular attention getter, a pretty girl, to dramatize its 
poster for National Silk Week, a major promotion event for the industry. 


American, American Legion, Col- 
lier’s, Ladies’ Home Journal, Na- 
tional Geographic and The Satur- 
day Evening Post. Dailies in 


Magazines Will 
Dominate Polident 
Fall Schedule 


Jersey City, N. J., Sept. 12.—A 
shift in media emphasis from news- 
papers to magazines will mark the 
fall drive of Wernet Dental Mfg. 

mmpany for Polident, it was 
earned today. Hitherto news- 
papers have received most Polident 
‘opy, With more than 100 papers, a 
najority of them in small towns. 
mployed in previous campaigns. 

The present schedule embraces 


magazine list. 

As in the past, copy will suggest 
Polident as the ideal cleaner for 
false teeth. Brown & Thomas Ad- 


the agency. 


To Badger and Browning 

Tomlinson of High Point, Inc., 
High Point, N. C., has appointed 
Badger & Browning & Hersey, New 
York, as its agency. 


r 


There is no doubt that 


BUSINESS IS 
GOOD IN AKRON..... 


when Summit County shows 30.7% 
INCREASE IN SALES TAX COLLECTIONS 


@ Summit County has paid $1,429,527.15 into 
the Ohio treasury through sales tax for the first 
seven months of this year, according to State 
Treasurer Don H. Ebright. 


@ This figure is 30.7%, over the $1,093,649.26 
collected locally during the same period of 
1938. For the week ending Aug. 5 Summit 
County collected $43,156.12 compared to 
$33,269.44 for the same week last year, an 
increase of 29.7°,. 


Ohio Sales Tax is 3°/, on all articles, excepting 


food. 


This is ample proof that the alert, free- 
spending Akron Market is ripe for intensive 
sales promotion. Complete coverage at one 


low cost is available in the 


AKRON BEACON JOURNAL 


ESTABLISHED 1399 EEE 


| 


major markets will supplement the 


vertising Corporation, New York, is | 


pre sanoin BY STORY, BROOKS & FINLEY 


4 


Advertising of 
Athlete's Foot 
Remedies Perilous 


New York, Sept. 14.—So many 
preparations are advertised as help- 
ful in combating “athlete’s foot,” 
and such a large number have come 
into conflict with the Federal Trade 
Commission that the National Bet- 
ter Business Bureau has issued a 
bulletin reviewing FTC findings. 
The bulletin will shortly be pub- 
lished as part of a supplement to 
“A Guide to National Advertising.” 

The Bureau reaches the follow- 
ing conclusions: 

1. No preparation should be ad- 
vertised as a cure for or certain 
preventive of athlete’s foot. 

2. No product should be adver- 
tised as destroying all of the para- 
sites present; such claims should be 
limited to those germs which the 
product contacts. 

3. Direction for use should give 
due attention to the supplementary 
hygienic measures essential to sci- 
entific treatment of athlete’s foot. 

4. Claims for relief should be 


limited so as to avoid the impres- 
sion that complete or immediate 
relief will necessarily be given. 

The third recommendation is an 
index to the difficulty of advertis- 
ing any remedy as effective in 
treatment of athlete’s foot, which is 
caused by a germ or microscopic 
fungus designated as Tinea Trischo- 
hyton. 

“The scientific treatment of this 
disease,” says the bulletin, “in- 
volves the use of various measures 
of which medicinal preparations are 
but one. Cleanliness of the feet and 
dryness, particularly between the 
toes, is essential for any treatment. 
The socks should be sterilized by 
‘oiling to prevent re-infection and 
a disinfectant should also be ap- 
plied to the inside of the shoe. Ex- 
treme cases require personal treat- 
ment by a competent physician. In 
giving directions for the use of a 
product, the advertiser should also 
include complete and specific in- 
structions as to the care of the 


War No Deterrent 
to Tea Industry's 
$1,000,000 Drive 


New York, Sept. 14.—The mil- 
lion-a-year newspaper and maga- 
zine campaign of the Tea Bureau, 
Inc., will continue as scheduled, de- 
spite the European war, Benjamin 
Wood, managing director, an- 
nounced today. 

“The United States has ample 
stocks of black tea, which accounts 
for more than 80 per cent of na- 


tional consumption,” Mr. Wood 
said, “and there is no reason to 
anticipate a shortage. Both con- 


sumption and imports have moved 
sharply upward this year. During 
the first eight months, imports ag- 
gregated 62,000,000 pounds, a gain 


|of 27 per cent over 1938. Black teas 


are now moving at the rate of 30 
per cent over last year and about 
20 per cent above the average of 


shoes and clothes, and other hy- | the last five years.” 


gienic measures.” 


Westover Names Eastern 

Hotel Westover, New York, has 
named Eastern Advertising Agency, 
New York, to direct its account. 
Local newspapers and class maga- 
zines will be used. Robert H. Kup- 
sick is account executive. 


Why didn’t\ 


16 | 


| 


{ 


Mr. Wood added that present 


| stocks are sufficient for four or five 


| 


months’ demand. Most of past ship- 


;ments to the United States have 


been in vessels of that and othe: 
neutral nations. The campaign, 
sponsored by tea growers of India, 
Ceylon, Java and Sumatra, is han- 
dled by William Esty & Co. 


——<—<— oe 


“LOUSY LAYOUT” 


- says the writer Z 


says the artist - 


Yet neither copy nor layout had a chance... 


T WAS good, hard-selling copy actually 

...and a slick layout, too. But time after 
time the catalog wound up in the waste- 
basket—unopened, unseen and unread. 
Why? It was poorly packaged. It didn’t 
have a cover that was a stopper . . . a cover 
that made the reader say, ‘“‘Here’s some- 
thing that’s really worth looking into!” 


.If you want to make your booklets and 
catalogs click, package them to win and 
hold attention. Specify Hammermill Cover. 
Its rich, brilliant colors make a striking 
background for designs that catch the eye, 
invite reading. Its strength and durability 


keep your sales message alive and selling. 
And its easy printability saves you money 


on every job. 
a 7 


Mail coupon for this Portfolio of Commercial 
Reprints on Hammermill Cover . . . contains sam- 
ples of actual jobs... two-, three- and four-color 
work... unusual de- 
signs...striking color 
combinations. ..sug- 
gestions for layout... 
across section of the 
better class of cover 
paper printing pro- 
duced today. 


! Hammermill Paper Co., Erie, Pa. 


* Gentlemen: Please send me the Port- 
folio of Commercial Specimens on 
Hammermill Cover. _ AA $18 


$e 


Name 
Position —— 


(Please attach to your business letterhead) 
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Says Price Control 
Has Little Effect 
on Copy Budgets 


Inclusion of Price Fails 
to Guarantee Better 


Return 

New York, Sept. 13.—Blunt re- 
jection of the theory that use of 
resale price contro) by national 


advertisers will bring reduced ad- 
vertising budgets is expressed by 
Ewald T. Grether, author of “Price 
Contro] Under Fair Trade Legisla- 
tion.” 

Mr. Grether, a recognized author- 
ily on economic questions, is a pro- 
fessor of that subject at the Univer- 
sity of California and is also editor 


of the Journal of Marketing. His 
new book is a sequel to “Resale 
Price Maintenance in Great Bri- 


tain,” published in 1935 
He asserts that the only basis for 


the belief that resale price contro] | 


will reduce advertising is where 


such control has replaced the oppo- 


| sition of the majority of the trade 
with active cooperation. 

“It seems reasonable,” he com- 
ments, “that resale price mainte- 
nance would have little influence 
upon the amount of advertising in 
the case of those commodities which 
are relatively inconsequential por- 
tions of dealers’ assemblies because 
the former burden of ‘demand crea- 
tion’ will still rest largely with the 
‘'manufacturer.” 
| Mr. Grether also probes the argu- 
ment advanced by many that resale 
price control would make it possible 
to announce the price in advertis- 
‘ing and thus to increase the effec- 
tiveness of such advertising. 

“This dogma,” he asserts, “must 
be rejected as unsound on ethical, 
| psychological and ‘good business’ 
| Seance. It smacks of some of the 
'pseudo applied psychology of high 
|pressure salesmanship 
‘dying such a lingering death in this 
; country.” 
: Te te a 
|}assumes 


which 
impulse 


theory, he adds, 
that the buying 


jreceived from advertising tends to| 


idisintegrate so easily that it is 
‘essential for purchasing to be made 
thoroughly easy and automatic for 
readers if the maximum returns are 
ito be achieved. 

“Since price is such an important 
lelement determining choice, it is 
considered essential) that it be 


BIG 


commercials 


orchestra pre 


tions analy 


coverage by 


the nation’s 


HorRL CHASE 


PAUL 


NEW VORA 


which is} 
° . | 
|questions are part of a section of} 


World's Series—two new “2 
sponsored daily studio 


CHileALO 


| standardized and made known for | 
|fear that shopping for a lower price | 
i'may arouse a critical faculty and | 
thus break down the relatively | 
passive and automatic acceptance of | 
the product.” 

A “Minor Distraction” 


In answer to this, Mr. Grether | 
declares, “If a new product has so 
little to offer buyers that minor 
‘distractions such as a slight uncer- | 


'tainty as to price destroy its poten- | 


tial market, there seems little reason | 


ite change the law for its benefit. | 
“In fact, if the announcement of | 
such a} 


| prices in advertising was 
| powerful sales influence as has been | 


jassumed by some proponents, the | 


|competitive consequences 
‘very likely be advertising 
lwars between national 


price 


would | 


advertisers 
who are in close competition.” 
Mr. Grether’s comments on these | 


‘the book devoted to analysis of the | 
‘interests of manufacturers and dis- | 
|tributors in resale price control. He | 


ithe actual and potential 


'movement in this country. An 
‘appendix includes a summary of 
general state laws dealing with the 
jcontrol of competition in price. 
Oxford University Press pub- 
|lished the book which retails at $5. 


for a 


FALL 


Might new Blue network 


As 
—_ ¢'\ 7? 7 "4 JY" Mh 
exclusive “\7% 


TAIMNS—SIX New 


daytime commercial serial 
dramas—it looks like a Big 


all for St. Louis KWK. 


New sponsors in all classifica- 


zed the “100% 


Method of Buying Time” and 


mayor stations of 


the “St. Louis Zone otf Radio 
Influence’. Their selection in 


Oth market was 


St. Louis KW. 


Thomas Patrick. Incorporated 


ST. 


Lots 


Representative 


H. RAYMER CO. 


“AN FRANCISCO 


scope of | 
|price controls and the growth of the | 


also discusses consumer interests, | 


| 
| 


| 
| 


| 


| 
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At the End of a 


For the First Time—the True Story 
of How T. M. Sayman Discovered the 
Vegetable Ingredient of a Soap that 
Lathers Freely in the Hardest Water 


He Found Nature's Own Beauty Aid 


tout Up came the piant— 
(he (miter “Spanish Beyonet™ of the Goothweet 
“Nice bt of roping practice,” observed the man who 
oe tee exhibtuon of oki 
“Tm mot precticing, Mister,” anid the cowboy. “I'm 
getting soap! Those roots | mpped up are landed wah 
the latheringest seep yoo 


Natere's Owe Secret 


mar * Gmcover) of one of Ue 


\EEi oY 


Neture's own Cleansing agent 
wer érewn from the eoap 


SAY 


WONDER 


Sayman Campaign 
Designed to Put 


Soap in Groceries 


St. Louis, Sept. 12.—Designed to 
add grocery store distribution to 


‘the current drug store representa- 


ition of its soap, T. M. Sayman 
| Products Company has launched its 
/most pretentious national campaign. 

Both soap and salve will be fea- 
tured in a campaign in The Ameri- 


can Weekly, Collier’s, Holland’s, 
Household and Southwest Maga- 
zine, plus weekly newspapers in 


Missouri and Illinois, and 31 negro 
newspapers. Supporting this cam- 
paign will be a dealer contest for 
outstanding display, in which re- 
_tailers will be asked to write de- 
scriptions of their windows. 


The second portion of the cam-| 
| paign will constitute intensive pro- 


motion in test areas, Illinois being 
the first selected. Opening copy 
will consist of large space, telling 


\in dramatic fashion the discovery 


of the vegetable root said to be 
the chief ingredient of Sayman’s | 
soap. The advertising, to be placed | 


chiefly in weekly newspapers, will | 


feature a free sample offer, in the 
form of a coupon good for an addi- 
tional cake with each one _ pur- 
|chased. The offer is accompanied 
|by an assurance to retailers that 
the company will redeem all cou- 
pons. Gardner Advertising Com- 
pany, St. Louis, is the 
charge of the campaign. 


Newspaper Guild 
Fined $500 for 
Contempt of Court 


12.—The Chicago 

Newspaper Guild was fined $500 
yesterday for contempt of 
when Superior Court Judge John J. 
Lupe held that the Guild had vio- 
lated an injunction issued against it 
in February. (ADVERTISING AGE, 
Feb. 13.) 

This injunction, granted by Judge 
Grover C. Niemeyer, barred the 
Guild from secondary picketing of 
advertisers using the columns of the 
Hearst newspapers here in connec- 
tion with the strike which has been 
in progress since Dec. 5 

The American Newspaper Guild 
|was named a party defendant with 


Chicago, Sept. 


A WESTERN BEAUTY STORY 


‘Try Seyman's Vegembie Wonder Soap today. Use 
« for complexion. bath. sharnpoo. Ite gentie lather = 
(rand for baby's tender sk. It cantly quickly removes 
the ground-@ dirt from ective chidren's knews and e- 

bows. 


ky VEGETABLE SO AP 


PRESENT YOUR FREE INTRODUCTORY COUPON TO ANY 


agency in| 


court | 


September 18, 1939 


Cowboy's Lasso 


om ame Berens cee 
atte Wemte Brae mh pee 


pon et ngit.T M Savman 
Propucts Co.. &. Lous. 


DEALER LISTED BELOW 


the local organization but Judge 
Lupe ruled that there was insuffi- 
/cient evidence to extend the con- 
tempt charge to the national organ- 
| ization. 

| Counsel for the Guild did not con- 
itest the ruling, indicating its plan 
|to make a future argument against 
|the jurisdiction of the court. A 
|motion to dissolve the injunction 
/was continued to Sept. 20. 


Frank Brewer Appointed 
Frank M. Brewer, formerly an 
' account executive in the Chicago of- 
fice of Batten, Barton, Durstine & 
Osborn, and previously with Curtis 
Publishing Company, has been ap- 
pointed Western advertising man- 
ager of Popular Science Monthly. 


NOTHING like EVE*CATCHERS ever pre 


duced before the talk of the advertisin 
| world. Subscription list girdles globe . . . at 
outstanding success ... IT’S GOT TO B 
(OOD! 
EVERY MONTH ... over 100 new, « 
erchandised, photographic eye-catcher- 
xive point and potency to promotions 
tuations . ail kinds of business 
ONE PRICE, 
POSED by New York’s smartest models 
nspirational, clever and practical reat 
or idea mer A vast library of force 
subjects to meet every advertising necd 
RIGHT IN YOUR OWN OFFICE . 
*> a month. Glossy Print Plan f 
ho cannet use mats 
WRITE FOR book of interesting p: 
FREE ... on request. No obligations 


EVE CATCHERS, Inc. 


10 E. 38th St.. New York City 
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Household Buying — 
Trends Traced 
in Annual Survey 


PACKAGE THEME EXPANDED ON NATIONAL BASIS 


tive figures are available for otner 
years for this product. Heinz is 
even stronger, enjoying 54.4 per 
cent of the catsup market, while 
A&P’s Ann Page second with 
only 4.7 per cent. 
more severe in the cold cereal field. 


is 


per cent compared with 29.4 per 
cent a year ago; all-purpose flour, 
Gold Medal, 33.1 per cent, against 


| 31.3 per cent in 1938, while Pills- 


'bury’s Best has declined from 
Competition is | 


While Kellogg’s Corn Flakes leads | 
with 23.6 per cent, this figure shows | 


99 © 


“ee 


to 19.5 per cent; biscuit flour, Bis- 
quick, with 53.2 per cent: cake 
flour, Swan’s Down, 51.0 per cent 
and no serious rival; pancake flour, 


F a decline from the 25.8 per cent; Aunt Jemima, 65.9 per cent, an- 

* held in 1938 and the 30.2 per cent| other outstanding leader; food 

: Brand Preferences In- enjoyed in 1937. General Mills’'|drinks, Ovaltine, 24.5 per cent, 
. Wheaties has been closing the gap; with only 11.2 per cent for Coco- 

dicated by $20 to $40 ‘steadily, doing 16.1, 17.7 and 18.3 | malt. 

: Weekly Income Group | per cent of the total in each of the; Flavored gelatine, Jell-O, 67.1 

‘ | last three years. per cent; unflavored gelatine, 73.7 


New York, Sept. 14.—-Broken Somewhat the same situation pre- | per cent for Knox; fresh grapefruit, 
y own both by age and income| _vails in the cooked cereal field, | Florida, 26.9 per cent, thus wresting 
t sroups and gaining progressive where Quaker Oats has maintained} the lead from Sunkist, which had 


Cems its Basel 


alue through the addition of new 
years, the fourth survey of house- 


A prelude to the figures them- 
selves shows the startling change in 
1939 income groups as contrasted 
with 1929. In the latter year, 21.5 | 
per cent of the country’s families | 
had weekly incomes of less than | 


kiod of package that opeas in « split-second! 
jackets of Cellophane . .. 


Fresh Cigarettes ina FLASA/ 


MORE fumbling with Cellophane! The famous 
IN “coskeess of Old Golds now comes to you in a new 
Sill 2 
still Old Gold's double prorec- 


a lead consistently, 
within 


but has rivals 
striking distance. Quaker 


and Cream of Wheat, 12.6 per cent. 

Kraft has an overwhelming lead 
in the packaged cheese field, with 
72.9 per cent. Baker has 55.8 pei 


|cent of the baking chocolate busi- 


ness, with Hershey in second place 


26.2 per cent in 1938 and only 22.4 
per cent in 1939; grapefruit juice, 


eeping has been issued by Modern Oats has 25.1 per cent of the vol-|Del Monte, 26.8 per cent, with 
\lagazines. It offers an insight into | |ume; oatmeal or rolled oats, 22.0) Libby in second place with 14.7, 
d ‘he brand preferences of the middle | : per cent; Mother's Oats, made by|cured hams, Swift's Premium, 37.0 
j class market, the primary purpose | <adiadilachenstent ee Quaker and usually identified by | per cent, and Armour's Star second 
veing to show buying trends as in- | ets of Cellophone... eidepeagen ooh the company as exactly the same/| with 28.0 per cent; fresh lemons, 
: dicated by brand consciousness. product as Quaker, 14.0 per cent, | Sunkist, 61.2 per cent, with Florida 


getting only 15.1; mayonnaise 
Kraft’s Miracle Whip, 37.4 per cent, 
against 23.5 per cent for Hellman’s 
Blue Ribbon; evaporated milk, Car- 
nation, 21.1 per cent, with Pet cut- 
ting the margin of a year ago with 


$20, best tn 1939, the segment ne id pret en F ip tren gr Sy —ple 7 — prize | with 35.9 per cent. Hershey is in 19.7. 

jumped to 41.7 per cent. The over | double quick—gives you fragrantly fresh nthe aed ic sacar. 9 | front in the cocoa business, with SD 

a sin. we eed te | in @ flash! Try » “Zip-Top” pack of Old Golds today! / o rin a bi 157.9 per cent, while Baker ranks Judge Printing Exhibit 
, on the ates toh Mokede ord Mie O10 Ari @ hise'e Ormmtre NK ee Ra) 4 i sec » ° 

40.5 per cent of the total families | econd, with 21.8 per cent. 


in 1929, has shrunk to 20.9 per cent 
in 1939, the survey points out. The 
$20-40 section is virtually un- 
changed, accounting for 38.0 per 
cent in 1929 and 37.4 per cent ten 
years later. 


Calumet Moves Up 


Modern Magazines found Calu- 
met to be the most popular baking 
powder with middle-class readers | 
in 1939, boasting 40.2 per cent, as | 
compared with only 37.9 per cent | 
in 1938. Its use reached its maxi- | 


Following a limited test on the Old Gold "Zip-Top" package feature, P. Lorillard 
Company is breaking copy in newspapers of major cities throughout the country. 
Lennen & Mitchell, New York, is the agency. 


| oy 


Shifts in Ranking 


Other leaders and their ranking 
Modern Magazines include the 


usage, compared with 41.0 per cent | ithe market, compared with 10.3 per | followi ing: cooking oil, Wesson Oil, 


for the under 30 group and 36.5 per 
cent in the 40 and over group. Us 
by city size is also reported, 
the same figures 
long list of commodities. 
Del Monte 
larity in dried apricots, with 
estimated 27.5 per cent of the 


e niche. 
and | an even better 
are presented for a | from its 


maintained its popu- | 


cent for Cow Brand, 
selling job, 
74.9 per cent. 
70.3 per cent. 

Hartz Mountain, 


judging 

Last year 
Its nearest 
did only 7.6 


| it did 
rival, 


an | per cent of the total volume in 1939, 
1939 | according to the survey. 


in the second | 32.8 per 
French's bird seed has done |Mazola, 32.3 per cent; coffee, 


cent, closely pressed by 
Max- 
well House, 21.6 per cent, compared 
with only 17.8 per cent a year ago; 
canned corn, Del Monte, 20.8 per 
cent; cocktail crackers, Ritz, 32.1 
per cent compared with only 12.0 
per cent for Uneeda; soup crackers, 


The Fifth Annual Exhibition of 
Printing, to be held by the New 
York Employing Printers Associa- 
tion on Oct. 31-Nov. 2 at the Hotel 
Commodore, New York, will have 
as judges George Welp, advertising 
manager, Interchemical Corpora- 
tion; Jules Boday, McCann-Erick- 
son; Fred W. Hoch, Fred W. Hoch 
Associates; E. P. H. James, adver- 
tising and sales promotion manager, 
National Broadcasting Company, 
and G. Lynn Sumner, president, 
G. Lynn Sumner Company and 
Advertising Club of New York. 


se market, compared with 12.7 per cent | a a Uneeda, 20.2 per cent; desserts, 
i. mum, 42.3 per cent, in the $40-$60| for Sunsweet, though the latter | oreye . Jell-O, 22.7 per cent, with Royal|Clement to WLNH 
- bracket, as compared with 41.9 per! made a slight gain during the past; Hershey's also has a commanding | following with 21.9 per cent; dog Earle G. Clement has been ap- 
- cent in the $20-$40 class. Another| year. Arm & Hammer's position in| lead in the candy bar market, with | biscuits, Red Heart, 18.0 per cent, | »ointed manager of Station WLNH, 

peak was reached in the 30-40 age| the baking soda field appears to be | 32.5 per cent, compared with 14.9| with Spratt’s getting 14.9 per cent:| Laconia, N. H., succeeding Edward 
™ group, which reported 41.8 per cent| impregnable, with 72.4 per cent of | per cent for Nestle’s. No compara-!|canned dog food, Red Heart, 31.9} Lord. 
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Out West (as in the East) 
f high ll t 

the way out of higher coverage costs in small towns 
f- eon cee 
& 
is 
“a ; 
he 


is the RADIO WAY into all towns in your territory 


ADIO ADVERTISING delivers the same number of listeners 


per-thousand-population in each small town and in the farm 


areas, as it does in the big cities. 


With Columbia Pacific Network, you can sell MORE Big 
Cities, MORE Small Towns and MORE Farm Residences than 


any other Coast medium at one time—and at one low cost. This 
eliminates several hundred individual and prohibitive small 
market budgets. And simultaneously allows you to give the 


same valuable support to the smallest crossroads dealer as to 


your Big City “‘pet account,” 


re 


The way out of ‘‘budget pressure’ on the Pacific Coast— 


the way into Pacific Coast sales success is the... 


COLUMBIA PACIFIC NETWORK 


Palace Hotel, San Francisco * Columbia Square, Los Angeles. Repre- 


sented by Ravio sALEs: New York * Chicago * Detroit * Charlotte, N.C. 
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ADVERTISING AGE 


Clinic Sessions 
fo Feature Annual 
NIAA Convention 


Heavy Three - Day 


Schedule Set for New| 


York, Sept. 20-23 


New York, Sept. 13. 
speaking talent from both inside 
and outside the advertising field, 
together with a series of 16 “shirt- 
sleeve” clinic sessions, are expected 
to lure a record turnout of indus- 
trial advertising men to New York 
next week for the 17th annual Na- 
tional Industrial Advertisers As- 
sociation conference, to be held at 
the Hotel New Yorker Sept. 20-23. 

General chairman E. A. Phoenix, 
assistant sales promotion manager 
of Johns-Manville Corporation, and 
his aides, have arranged a program 
which bids fair to surpass all pre- 
vious NIAA conferences. Repre- 
sentatives from all 19 chapters of 
the organization, together with 


Topnotch 


A New, Authoritative Voice 


PLAN NIAA CONCLAVE 


| 
| 


| 
| 


Roger Wensley (left), G. M. Basford 
Compeny, is program chairman for the 
NIAA conference to be held in New 


York this week, while E. A. Phoenix, 
Johns-Manville Corporation, is general 
chairman. 


members-at-large and non-mem- 
bers, are expected to attend. 
| Featured speaker at the general 
jluncheon on opening day will be 
{Raymond Moley, ex brain truster 
‘and contributing editor of News- 
| week. “The Outlook for America” 
lis his subject, and his address is 
expected to attract many manage- 
ment executives from _ industrial 
companies. 

Headlining the list of opening 
|session speakers Wednesday morn- 
\ing will be John A. Zellers, vice- 


president of Remington Rand, Inc. | 
New York’s Mayor LaGuardia will | 
welcome the convention, and Stan- | 
ley A. Knisely, advertising manager 
of Republic Steel Corporation and | 
NIAA president, will outline the | 
objectives and accomplishments of | 
the association during the past year. | 
Other speakers at the opening | 
session will be James A. Horton, 
chief examiner of the Federal Trade 
Commission, and Dr. Lionel D. Edie, 
economic consultant and investment | 
counsel, 


Subjects of Clinics 


| 
Following the general luncheon | 
meeting Wednesday, four clinic ses- | 
sions are scheduled. Theodore | 
Marvin, Hercules Powder Company, | 
Vilmington, will lead the first group | 
in a discussion of “Extra curricula 
for the advertising department to 
make them a more potent factor in 
their own company picture,” and 
“Why the advertising man should 
‘ct out in the field ... and how to 
do it.” Terry Mitchell, Frick Com- 
pany, Waynesboro, Pa., will lead 
another group composed of those 
with smaller advertising budgets in 
a discussion of the same subject. 
“Selling advertising to the sales 
force so they will use it,” and “Ty- 
ing in advertising with sales,” will 
be the subject for the other two 


|for those selling through distribu- 
\tors, by J. M. McKibbin, Westing- 
, house 
| East Pittsburgh. 


to reach the Women of Northern Ohio 


Thursday morning schedule. 


RUTH MERRIAM 


WELLS — 


| 
| 


} 


NOTED HOME ECONOMIST | 


Nationally - known Ruth 
Merriam Wells joins Cleve- 
land’s Friendly Station to 
present a daily participation 
program of all around inter- 
est to women — from foods to 
from cosmetics to 


fashions, 
conduct. 


Begins Sept. 25th, Mondays 
thru Fridays, 9:15 to 9:30 A.M. 


Participation open 


number of sponsors. Cost is 
card rate for 1 minute ($17.50 


per day) subject 


tity discounts and agency 
No talent 


commission. 
surcharge. 
* * * 


Wire today for time reservation 


Cleveland’s Friendly Station 


or Edward Petry & Company, Inc., Nat’l. Sales Repr. 


to limited 


to quan- 


Ruth Merriam Wells—Grad- 
uate in Dietetics, Battle Creek 
College; Bachelor of Science 
with a major in Foods and 
minor in Textiles, 
University; graduate work, | 
University of Wisconsin ; mem- 
ber American Home Econom- 
ics Association. 

Seven years practicing die- 
titian in leading U. S. hospi- 
tals; first Ann Page for A & P 
in Chicago division; writer and | 
lecturer on Home Economics 
for Chicago Evening American ; | 
Director of Home Institute 
and Editor of Food Pages of 
. The Cleveland News. 


Columbia 


| 


| 
| 


| 
| 


i 
| 


first, for those selling direct to in- 


| “Making exhibits profitable at trade | activities 


September 18, 1939 


GOODYEAR BUILDS ITS BIGGEST "GIANT" 


= Os 
: 

a 

we 


They had to take out the glass in the window of the A. Polsky Company depart- 

ment store in Akron to permit display of this giant Goodyear tire, the actual 

size of which is emphasized by the regular tire at lower left. The “giant'’ will 

be used on the snow cruiser being constructed for a government Antarctic 
expedition. 


Wednesday afternoon clinics. The|ment features of the program in- 
clude a number of special events 
dustry, will be led by J. L. Rosen-|for the ladies, and a tour of the 
miller, York Ice Machinery Cor-|New York World’s Fair on Satur- 
poration, York, Pa., and the second, | day. 

The entire Friday morning pro- 
gram will be devoted to clinics, 
with the following subjects and 
\leaders: “How to determine read- 
Study Photo Usage bee 1 value in business papers,” 
ae H. H. Simmons, Crane Company. 
Six more clinics will comprise the | Chicago; “Publicity — How to pre- 
: Dis- pare it for trade papers,” Guy Bart- 
cussion of “Performance data and |jett. General Electric Company. 
photographs—how to get them and | Schenectady; “Market Information 
how to use them,” will be led by |__How to get it and use it,” Roland 
Louis J. Ott, Ohio Brass Company,|G_ fF. Ullman, R. G. E. Ullman Or- 
Mansfield, Ohio, for the major | ganization, Philadelphia; ‘*Methods 
equipment producers, and by A. K. | of measuring actual results of indi- 
West, Climax Molybdenum Com-/ vidual advertising campaigns,” 
pany, New York, for firms making | Robert L. Gibson, General Electric 
products which lose identity at|Company; “Preparation of catalogs 
point of sale. _ |and sales manuals,” products sold 

Other clinic subjects and the dis- idirect, R. Louis Towne, Surface 
cussion leaders are: “How to sell|Combustion Corporation, Toledo. 
management on providing an ade- ,and products sold through distribu- 
quate budget,” F. O. Wyse, Bucyrus- | tors, Ww. J. Chappell, Timken-De- 
Erie Company, South Milwaukee; | ¢roit Axle Company, Detroit. 
“Direct mail for the industrial ad- | Sa 
vertiser,”’ for those who sell direct, | 
F. H. Pinkerton, United States Rub-| ‘The final session Friday afternoon 
ber Company, New York, and for|will include a talk on “How to De- 
those who sell through distributors, | velop Our Profession,” by W. D 
W. W. French, Dodge Manufactur-| Murphy, Sloan Valve Company. 
ing Company, Mishawaka, Ind.; and | Chicago, and a summary of NIAA 
by Richard P. Dodds. 
and industrial shows,” J. F. Aspey,|Truscon Stee] Company, Youngs- 
Jr., Black & Decker Manufacturing | town, O. 

Company, Towson, Md. The announcement of the 20 
Will Present Playlet | Panel Award winners will be an- 

; |other highlight of the final meeting 

Several luncheons for different | {py addition to the official jury selec- 
groups with similar interests will | tions the “Copy Chasers” whose 
be held on Thursday. The after-| criticisms of industrial advertising 
noon program will be opened with | 4,e 4 monthly feature of Industrial 
a skit, “Whistling in the Dark,” | yarketing, will make an indepen- 
written by Scott Pattison of G. M.|qent selection from the pane! 
Basford Company and enacted by | entries. 
members of the host chapter, the | G. D. Crain, Jr., publisher of 
Technical Publicity Association. Industrial Marketing, will announce 

Ross M. Cunningham, assistant | winners of its Publishers’ Awards. 
professor of marketing at Massa-|anq the attendance trophy donated 
chusetts Institute of Technology, | py the Pittsburgh NIAA chapter will! 
will follow with a talk on “Prac-|p. awarded. The conference wil 


Electric & Mfg. Company, 


Copy in Spotlight 


tical Marketing for the Industrial | «ome to a close with the annua 
Advertiser. Ben C. Duffy, Batten, | business meeting and election of 
Barton, Durstine & Osborn, will | opicers 

discuss space buying, and S. + 


Meulendyke, 
copy testing. 
Company, will complete the session 
with a talk on “Coordinated Adver- accounts of Warren-Smith Com- 


tising and Selling.” ' pany, Defiance, O., perfumes dis- 
The annual banquet, including a|trjputed through syndicate stores 


Marschalk & Pratt, | fn 
L. G. Bean, Bristol |Frankel-Rose Gets Two 

| Frankel-Rose Company, Chicago, 
has been appointed to handle the 


| floor show and dancing, will be held| and Radio Lamp Company. Chi- 


Thursday night. Other- entertain-| cago, radio novelties. 


THE FASTEST-GROWING YOUTH MAGAZINE IS NOW 


300.000 


YOUNG AMERIC 32 EAST 57 STREET 


NEW YORK, N. Y. 


NET-PAID 
PER 
WEEK 


WATCH YOUNG AMERICA GROW! 


na 
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———— 


Getting Personal - 


__ 


Be see Waterman, executive vice-president and a.m., L. E. Water- 

, Company, suffered a cut mouth in a strike disorder at the foun- 
| pen factory. The CIO organizer whom Waterman named as his 
ailant was charged with assault and battery. A strike has been 
progress for several weeks. 

Jane Rubicam, daughter of Young & Rubicam’s board chairman, 
naymond Rubicam, is engaged to wed. . . Zenas L. Potter, who retired 
few years ago as v.p. of Benton & Bowles, traveled across the coun- 

‘ry from his California home to be in New York for his daughter's 

edding. . . 

A. C. Monagle, v.p., Standard Brands, Inc., contributed about 50 

isiness ‘books from his own library to the Sales Executives Club of 

N. Y., of which he is the presi- 

dent. . . Drug Topics boasts that 

LEWIS LANDS TUNA Andrew H. Gerndt, v.p. and a.m., 

, =H. Clay Grover Company, was in 

ee niin am such a hurry to get his ad in 

Topics that he chartered a plane 

to fly from Maine to New York to 
deliver it in person... 

Mort Heineman, v.p. of 
Franklin Bruck agency, is quite 
a golfer. He copped first prize in 
a 36-hole championship at Mil- 
burn Country Club, Baldwin, 
L. L., last week. . . Speaking of 
prize winners, Harry Lewis, art 
director of the Manders Com- 
pany, received first award in a 
water color exhibition at the 
Middletown Fair. He also re- 
ceived second place in the oil 
painting classification. . 

Scott Faron, a.m., Glass Con- 
tainer Association, was a busy 
man during the Independent 
Grocers Alliance meeting in 
Gotham. Not only did he give a 
oe sreech in the morning, but he 
played host at a cocktail party ‘the same evening. 

Jim Johnson, Calvert Distillers Corporation, tendered a large 
group of newspaper and magazine space reps a cocktail party by way 
of celebrating the completion of the new Calvert lounge, which 
features an ultra modern design and murals depicting the various 
steps in the distilling process. . . 

J. V. Connolly, general mgr., Hearst Newspapers, is convalescing 
trom a recent operation. . . Members of Advertising Women of New 
York, led by Elizabeth Woody of McCall’s, tested their C-Q’s (con- 
versation quotients) at their opening fall meeting. Wanamaker’s Suzy 
Cue asked the questions. . 

Dan D. Halpin, v.p. in charge of sales and adv. Dictograph Prod- 
ucts Company, is recovering from an operation in a New Haven hos- 
pital... 

Gordon Smith, advertising manager of Republic Coal & Coke 
Company, Chicago, was so impressed by the renewal of hostilities in 
turope that he went out and bought a sack of Bull Durham and 
proceeded to roll his own cigarettes. His reversion to the military 

iethods of 1917, however, brought a protest from the Missus, he 
reports sadly. . . 

Ernest Kuhn, manager of the Tavern Club, Chicago, made up 
chiefly of advertising men, was on the high seas en route from Europe 
when war broke out. A veteran of the last war, Mr. Kuhn took the 
news calmly, though the other passengers manifested considerable 
perturbation. 

More than 8 pounds of baby girl was delivered to Mr. & Mrs. 
Wally Johnson (Coe, Guy & Walter, Chicago agency) Sept. 7... 

Burton E. Vaughan, account executive with Arthur Kudner, Inc., 
New York, and his wife sailed early in September for an extended 
trip to Hawaii, Japan, Philippine 
Islands and Australia. Originally 
planned as a _ round-the-world 
voyage, Burt adjusted plans be- 
cause of the war and says he’s 
staying on U. S. A. vessels. . . 

Edgar Wilbur Ciark, a.m. of 

National Refining Company, 
Cleveland, and Betty Jane Pau- 
lus, of Cleveland, were married 
Sept. 9. . . Lee Rousseau, a.m. of 
Peter Doelger Brewing Corpora- 
tion, Harrison, N. J., won the 
prize in an original play contest 
ponsored by the Hobby Guild of 
\merica. He expects his play, 
Gods of the Night,” to be pro- 
iuced in New York. . . 

Louise Muller, of Joseph R. 
‘erber Company, Portland, Ore., 

bound by boat through the 
vanama Canal enroute to New 
York on a six-week vacation trip. 

Intent on a thoroughly restful 
cation somewhere in the Cas- 
ie Mountains, David M. Bots- 
ford, president of Botsford, Con- 


That toothpaste ad smile belongs to W. 


B. Lewis, vice-president of Columbia 

Broadcasting System, shown with the 

467-pound tuna he landed recently off 
Nova Scotia. 


“THE WERNERS RELAX 


W. G. Werner, advertising manager of 
Procter & Gamble Company, and Mrs. 


Werner take it easy at French Lick 
ntine & Gardner, Portland, Springs, Ind., after a brisk round of golf 
t word at his office to call him during @ weekend at the spa. 

y if someone dies. . . sie —— 
Coulter McKeever, San Francisco representative of The American 
Veektly, called the fire department the other day to report a large fire 
his home. The firemen rushed to the scene only to find a big, 
nge, full moon shining peacefully on the tranquil countryside. It 
ms that he had looked through the window of his home just as 
moon was rising from behind the trees, and at the same time a 
1 passed by, leaving a trail of smoke across the face of the moon. . . 
Those curious to know what Leo Nejelski, Swift & Co. a.m., does 
n his spare time might drop into the Fort Dearborn Camera Club 
month where Mr. Nejelski is staging a one-man show of 30 prints. 

He has another show “on the road” under auspices of the Photographic 

Society of America. . 

E. Craig Greiner, New England mgr. of N. W. Ayer & Son, has 

’een named chairman of the publicity committee for the Boston 

“€tropolitan chapter’s Red Cross rollcall. 


ADVERTISING AGE 23 
| : eee : ah 
Carr Joins Rose 'Ted Golding Promoted Worley Joins NEA 
| H. J. Carr, formerly with the | Ted Golding, formerly New Eng- O. H. Worley has been appointed 
Catholic Universe Bulletin, has oes representative, has been ap-|production manager of the engrav- 
joined the copy staff of William! pointed advertising manager of|ing department of National Editoria) 
|Ganson Rose, Inc., Cleveland. | Men’s oars ena New York. | Association, Indianapolis, Ind. 


Civilization Faces World Crisis 


|= 
| 
| 
| 


| —But Bobby’s on His 
| Way to His First 
Day at School 


| 1E MOST EXCITING —and important 
— part of civilized life seldom gets into 
| 
| 
| 
| 


He had a new cap, suit, socks and shoes, 


too! Last night, before her husband got 
home on the 6:15, the family car was filled 
with gas and the: motor oil and tires were 
checked . . . the oil-burner man came to 
make sure everything was ready for winter 
and the shopping was done at the grocery 
store with Bobby’s sister in a “go-seat” 
inside the car. 


the news magazines—or “‘on the air’’—or 
into magazine fiction. 

That’s the part that deals with the day- 
to-day, here-and-now business of living in 
a home and bringing up children . . . Yet 
this is the one part of life that really counts. 

. And Mrs. Stevens, Bobby’s mother, 
knows that! As business partner in a going 
concern—the Stevens Family—she keeps 
well informed about modern fiction, Euro- 
pean crises and the latest discoveries of 
science as covered in the picture magazines... 

But her problem today is not buying 
“entertainment’’—it is helping Bobby face 
his first major “crisis” in growing up. This 
iirst day at school called for a specially good 
breakfast—AND BOBBY GOT I'T (with his 
cereal cooked in a new way that Mother 
had read about inan American Home recipe). 


1 * * 


In this life—a life too busy and important to 
leave much room for fiction or daydreaming— 
Mrs. Stevens needs new ideas on living . . . Needs 
them and finds them in The American Home . 
a market-place which displays more ideas for 
living than she can possibly find elsewhere. 
Ilere is the one American publication se 
packed with usable ways to meet the realities 
of today’s city and suburban living that it is 
now read each month by 1,600,000 homemakers 
who go into this market-place to BUY IDEAs. 
Seems like a good place to show your wares . 


WN URBAN WHITE FAMILIES WITH INCOMES OVER $20 A WEEK 


| ONLY 7% OF AMERICA’S POPULATION ARE FULL-TIME HOMEMAKERS — 
} 


New York Hide Exchange, 
where over 14 billion 


pounds of hides were bought 
and sold in the first 7 months 
of 1939—making it Amer- 
ica’s greatest Market-Place 
for Hides (from which come 
| Bobby's shoes). 


... HIGHEST READER COVERAGE IN THE HOME- 
© MAKER MARKET AMONG ALL MAJOR MAGAZINES* 


/  % 000 Families hwe by 


= AMRRICAN HOME 


* According to Storch Report 


95.4 


The American Home 


where over 2,000 
columns of home- 
making editorial ma- 
terial (more than any 
other major maga- 
zine) were published 

in the past year 

making it Amer- 
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Agencies Debate 
Effect of War 
on Advertising 


Continental N et work 
Hears Diverse Views at 
Conference 


Milwaukee, Sept. 12.— Gunfire 
over Europe was the new factor 
which the Continental Agency Net- 
work was called on to appraise in 
terms of American business and 
promotion as it held its seventh an- 
nual fall conference at the Pfister 
Hotel here last weekend. While 22 
executives representing 11 inde- 
pendent agencies expressed strong 
optimism, a note of caution was in- 
terpolated by A. H. Fensholt, head 
of the Chicago agency of that name. 

“Export managers report plenty 
of orders from, but no ships to 
Europe,” Mr. Fensholt commented. 
“When demand begins to exceed 
supply and when making shipments 
is more of a problem than getting 
orders, the normal need for adver- 
tising does not exist. It is extremely 
difficult to preditt the course of ad- 
vertising under such a situation.” 


Figures Show Gains 


Pitted against this conservative 
viewpoint were indices of advertis- 
ing for the last world war which 
stood at 61.5 for newspaper adver- 
tising and 61.2 for magazine adver- 
tising when the conflict began in 
i914, according to J. B. Rodgers, of 
Walker & Downing, Pittsburgh. 
After continuous advances year by 
year, the 1920 figures stood at 107.5 


MAILING SERVICE 


Multigraphing — Filling-in 
Addressing - Mimeographing 
THE LETTER SHOP, Inc. 


440 Se. Dearborn St. Wabash S655 


for newspapers and 104.2 for maga- 
zines. 
Business Moves Ahead 


This paralleled the prosperity of 
business itself, Mr. Rodgers said, 
giving this business index for Pitts- 
burgh: 1914, 60.4; 1915, 59.7; 1916, 
67.4; 1917, 69.6; 1918, 65.8; 1919, 
92.1; 1920, 106.8. 


Mr. Rodgers believes, however, 
that business will make a much 
better showing in the immediate 


future than it did in 1914. 

“Aside from normally increasing 
fall and winter production, there 
will be a considerable rise in pro- 


CHICAGO 


— 


At the three-day session of the Continental Agency Network in Milwaukee. 
Porte & Austin, New York; Harry H. Scott, Scott-Telander, Milwaukee; M. A. Lemkuhl, Milwaukee; Wm. A. Brewer, Brewer- 
Weeks Company, San Francisco; E. H. Swanson, Milwaukee; Herbert C. Schmidt, Anfenger Advertising Agency, St. Louis: 
L. Wells Simonds, Hughes, Wolff & Company, Rochester. Seated {left to right): Herman D. Buehling, Fensholt Company, Chi- 
cago; R. J. Potts, Kansas City; Elmer S. Horton, Horton-Noyes, Providence; J. B. Woodbury, Kansas City: N. L. Telander, Milwau- 
kee; T. H. Crawford, Chicago; Robert N. D. Arndt, John Falkner Arndt & Company, Philadelphia; John F. Arndt, Phila- 
delphia; F. Bensom Leedom, New York; Frederic E. Bager, Jr.. Milwaukee; John P. McCarthy, Rochester; J. B. Rodgers, 
Walker & Downing, Pittsburgh; A. H. Fensholt, Chicago; Frank D. Ewing, Chicago; Dan B. Miner, Los Angeles. 


; 
' 
| 


| 


duction of armor plate, ship plate,| agency of that name 
tin plate, chemicals, glass and elec-'merce with Japan 


AGENCY NETWORK MEMBERS DISCUSS WAR OUTLOOK, COPY PROBLEMS 


trical appliances,” he said, “the lat- 
ter reflecting demand for equipment 
for manufacture of explosives with 
time fuses. The railway supply in- 
dustry, which has languished in 
recent years, has already felt the 
stimulus of war. The indications 
are that iron and steel products will 


establish new production peaks for | 


1939 and perhaps tor the last dec- | 
ade or more.” 
Repercussions of the recent de- 


nunciation of the commercial treaty 
between the United States and 
Japan were presented by Dan B. 
Miner, president of the Los Angeles 
Since com- 
brings $125,000 


You just GOT to 
NEWSPAPERS 


have 


you want to get your selling 


story into the homes of Kentuckiana’s 
627,000 buying families and reap the 
benefit of their quarter-billion-dollar 
spendable income! 


Che Conrier-Zournal 
THE LOUISVILLE TIMES 


THE INDISPENSABLE KEY TO SALES IN 
KENTUCKY AND SOUTHERN 


Nationally Represented by 


THE BRANHAM COMPANY 


INDIANA 


Owners and Operators 


WHAS 


50,000 Watts, 820 k.c. 
C.B.S. Basic Station 


September 18, 


Standing (left to right): Frank F. Casey, La 


daily to Southern California, some 


| apprehension as to the future rela- 


|tions with Japan is felt. If the rise 
in grain prices is extended to agri- 
cultural products of Southern Cali- 
fornia, the situation will be vastly 
improved from the business and 
advertising viewpoint, he said. 


Many Industries Aided 


“One of the bright spots in the 
business picture,” he continued, “is 
the award of ship building contracts 
| to Consolidated Steel Corporation. 
{Involving $7,500,000, the contracts 
| will bring over 50 Southern Cali- 


fornia industries into the supply 
| picture.” 
From the opposite part of the 


|country, F. Bensom Leedom, presi- 
ident of LaPorte & Austin, New 
York, said that he has no idea what 
the future will bring. 

“All that we can say now,” he 
commented, “is that thus far none 
of our clients has shown any desire 
to ehange schedules for the re- 
mainder of 1939. At the same time, 
they are likely to hesitate longer 
before crystallizing plans for 1940.” 

R. J. Potts, president, R. J. Potts 
& Co., Kansas City, was enthusiastic 
over the decided advance in quota- 
tions on wheat, corn, hogs, cattle 
and virtually every other agricul- 
tural commodity. Retail sales mir- 
rored the greater prosperity of the 
farmer almost immediately. 


Expects Increased Linage 


“While it may take some time for 
the commodity price rises to result 
in larger advertising appropria- 
tions,” Mr. Potts said, “yet if these 
prices are sustained for a consider- 
able period increased advertising 
volume will be assured.” 

Leaving the question of business 
conditions, the conference discussed 
progress in pre-evaluation of adver- 
tising copy, market analysis and 
advertising strategy in general. The 
John Falkner Arndt Company, 
Philadelphia, was unanimously re- 
elected headquarters agency of the 
Continental group to continue serv- 
ing as a clearing house for exchange 
of data among members. Agencies 
represented, besides those named, 
were Horton - Noyes, Providence; 
Brewer-Weeks Company, San Fran- 
cisco; Anfenger Advertising Agency, 
St. Louis; Hughes, Wolff & Co., 
Rochester, and Scott-Telander, Mil- 
waukee. 


Affiliation Calls 
Fall Get-Together 


The Advertising Affiliation will 
hold its fall get-together at the 
Hotel Jamestown, Jamestown, N. Y., 
Sept. 30. 

Canadian clubs are expected to 
provide good representations in 
spite of the war. 


Agency Points 
to Responsibility 
of Men on Road 


Chicago, Sept. 14.—Urging manu- 
| facturers’ salesmen to take the in- 
itiative in directing efforts of dea|- 
/ers into productive channels, Henr). 
, Hurst & McDonald, Chicago agency. 
| has addressed a special issue of its 
_ periodical news letter to the me: 
|on the road. 

| “You'll boost things materially i: 
| your territory if you hold meetings 
/with your dealers’ sales staffs and 
/emphasize the quality of your goods 
| and why there is a golden oppor- 
| tunity to make more money now, 
| said the letter. 

| “Sell your customers on putting 
on good store, counter, floor and 
| Window displays around your prod- 
| ucts—and even around other lines 
| they handle. Suggest that they rur 
|more good newspaper advertise- 
| ments. Or they might use some 
| powerful spot radio announcement: 
‘if they can get them at the right 
| price. 

| “Start the ball rolling. It’s an 
‘opportunity for you to stand out 
|favorably with every one of you 
| dealers.” 


Crossword Puzzle 
Theme Voted Tops 


in Utility Contest 


| New York, Sept. 12.—Adaptation 
of the crossword puzzle idea to ad- 
vertising earned M. G. Gorrow ot 
Wisconsin Michigan Power Com- 
pany, Appleton, Wis., the $250 first 
prize for the best series of news- 
paper advertisements on electric 
water heating in a contest sponsored 
by the Modern Kitchen Bureau. 

Mr. Gorrow’s winning entry con- 
sisted of a series of 24 insertions 
published at the rate of three a 
week in the News, Iron Mountain, 
Mich. One puzzle was featured in 
each advertisement, and _ prizes 
were offered for best solutions. A 
picture of the home of one of the 
company’s “satisfied users of elec- 
tric water heaters,” was inserted in 
each puzzle. When correctly solved, 
the complete puzzle revealed the 
name of this user. 

Second prize of $100 went to 
Fred E. Eriksen, advertising mana- 
ger, Wisconsin Electric Power Com- 
pany, Milwaukee. E. J. Haines, ad- 
vertising manager of Illinois North- 
ern Utilities Company, Dixon, Il. 
won third prize of $50. 


Gives Production Course 


College of the City of New York 
will give a course in advertising 
production on Tuesday evenings 
during the fall term, beginning 
Sept. 26, from 6:45 to 8:25 p. m. 
The course, open to both men and 
women, will cover the techniques 
of practical advertising as applied 
to periodicals and direct mail 
Registration will take place on 
Sept. 13-18. 


COLLINS. 
MILLER & 
HUTCHINGS 


INC. 


PHOTO-ENGRAVERS 
IN CHICAGO 
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368 Fact-Filled Pages 


Await You in the NEW 1940 Edition 
of The Market Data Book Number 


For 17 years, The Market Data Book Number of 
INDUSTRIAL MARKETING has served as the standard 
reference work for thousands of merchandising, sales and 
advertising executives, as well as advertising agencies. 
This new 1940 edition will surpass all previous editions in 
quality ’and thoroughness of editorial content. It contains 


_ three broad types of statistical and research material: 


The basic information about every market, such as 

* total value of products produced, number of manu- 

facturing plants, number of wholesale and retail outlets, 

distribution of sales volume and plants by states, break- 

down of products made or sold, types of machinery, ma- 

terials and supplies used in the industry, buying habits 
of the industry, busiest season of the year, etc., etc. 


Every detail you need to know about every business 

* paper serving any particular industry, including 

name and address of publication, subscription price, cir- 

culation, frequency of issue, advertising rates, size of 

page, year of establishment, classification of readers by 
position or kind of business, etc., ete. 


A complete descriptive list of market data informa- 
* tion which can be secured from business publishers 


serving each field, so that you can make a more thorough 
investigation of any field, if you care to do so. 


All information about any field is in ONE place 


The Market Data Book Number isso arranged by markets, 
that everything you want to know about any field of trade 
or industry is available in one place, without the necessity 
of cross reference to some other part of the book. 


An indispensable service 


INDUSTRIAL MARKETING does not do original re- 
search for this statistical issue. It confines itself exclusively 
to the important task of collecting, editing and correlating 
every bit of existing data about a market or an industry. 
Reports of the Bureau of the Census, Bureau of Foreign 
and Domestic Commerce, the Department of Agriculture 
and the numerous other governmental bodies, plus market 
research reports of trade associations, industrial and 
commercial organizations, business papers, and research 
organizations, are analyzed and summarized, so that the 
reader of The Market Data Book Number gets —in one 
volume—a summary of every bit of available statistical 
and research material. 


To Make Sure of YOUR Copy—Mail This Coupon Today 


You can have this 368-page issue, filled with factual material and statistical 
data, plus the 12 other monthly issues of INDUSTRIAL MARKETING, for : 
only $2. There is no other way you can get it. INDUSTRIAL MARKETING, 
the only publication devoted exclusively to the problems of merchandis- 
ing, selling and advertising to industry, is worth many times this small sum 
without the special Market Data issue. With the special 368-page statistical 
issue being supplied without extra charge to all subscribers, the bargain is ; 

1 

L 


‘80 good to miss. Fill out the coupon now. 


INDUSTRIAL MARKETING, 100 E. Ohio St., Chicago 

Enter my subscription for one full year, starting with the October issue, 
and including the big Market Data Book Number, to be issued Oct. 25. I 
enclose $2 in full payment. 
Name 


Company . 


Street Addre-- 
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M. W. Perinier | 
Former Magazine | 
Executive, Dies 


New York, Sept. 15.—M. W.| 
(Sam) Perinier, who retired last 
June as executive vice-president of 
Newsweek because of ill health, died 
Sept. 11 in San Diego, Calif. He 
was 46 years old. Burial] took place 
at Lakewood, Ohio, today. 

Mr. Perinier began his publica- 
tion career in 1916 as a subscription 
salesman for the old Hill Publish- 
ing Company, which was later 
merged to make McGraw-Hill! Pub- 
lishing Company. During the war 
he served in the navy, returning to 
McGraw-Hill as a member of the | 
sales staff of Electrical Merchandis- 
ing. 


Located in Cleveland 


In 1928, he was promoted to resi- 
dent general manager of McGraw- 
Hill, with headquarters in Cleve- 
land. He was promoted to regional 
vice-president in charge of the cen- 
tral district, continuing to maintain 
headquarters in Cleveland. 

In 1934, he was transferred to 
New York as vice-president and 
sales executive. He occupied that 
position until June, 1937, when he 
resigned to become executive vice- 
president of Newsweek. He had 
charge of sales and advertising for 
that publication until ill health 


M. W. Perinier 


GEORGE P. CONARD 
New York, Sept. 12. 


Equipment 


Saturday. He was 
old Underwood 
pany, and 
secretary 


at one time 
of Underwood. 


pany. 


forced his retirement this summer. 


WILLIAM D. BRANHAM 

Little Rock, Ark., 
William D. Branham, 
and national advertising 
of the Arkansas 
drowned in Lake 
week. 


40, 


|}made a sudden turn. He 


Typewriter 


PUBLISHING CHIEF DIES 


-George P. 
Conard, president of Railway 
and Publication Com- 
pany, died at his home here last 
75 years old. 
He was one of the organizers of the 


Com- 


A 


Sept. 


served as 


son, 


Frederic Conard, is a vice-president 
of Underwood Elliott Fisher Com- 


12.— 


business 
manager 
Democrat, 
Hamilton 
It was believed that he was 
hurled from a power boat when it 
came to 
Little Rock in 1927 from St. Louis. 


was 
last 


Colgate to Launch 
Seventh Radio Show 
for Shaving Cream 


New York, Sept. 13.—Colgate- 
Palmolive-Peet Company will add 
another program to the six it now 
sponsors Oct. 8 when Bill Stern’s 
“Highlights from Sport News of 
Today” will go on the air for Col- 
gate shaving cream. The program 
will be broadcast on Sunday from 
9:45 to 10 p. m. over 43 stations of 
the Blue network of the National 
Broadcasting Company. Benton & 
Bowles handles the account. 


“Steelmakers” to Return 


When the Wheeling Steel Cor- 
poration returns “The Musical 
Steelmakers” to the air on Oct. 8, 
it will add 16 stations, making a 
total of 44 outlets of the Mutual 
Broadcasting System. This is the 
iargest number the program has 
used since it began. The employe 
show is heard on Sunday from 5 to 
5:30 p. m. Critchfield & Co. is the 
agency. 


“Ballot Box” Renewed 


Euclid Candy Company of Cali- 
fornia, Inc., has renewed “Euclid 
Ballot Box with Sam Hayes” over 
the California network of the Co- 
lumbia Broadcasting System. The 
program is aired over 3 stations on 
Monday from 8:45 to 9 p. m. Syd- 
ney Garfinkel Advertising Agency 
is in charge. 


Time Change for “D. A.” 


Pepsodent Company will shift 
“Mr. District Attorney” to a differ- 
ent time and network on Oct. 1. 


Now broadcast on Tuesday from 10 
to 10:30 p. m. over 55 stations of an 


e+ not three or four or eight telephone 
connections for you to get and conver- 
sations to hold when that job of yours 
is ready—and should go forward with 


_, Speed, smoothness and dispatch. 


@ Just one phone number for you to 
‘remember when you use FAITHORN. 
Wabash 7820 puts you in instant touch 
with all three FAITHORN SERVICES — 
Type-Setting, Engraving and Printing. 


@ Time sayed. Money saved. Greater 
satisfaction, greater speed. This is what 
FAITHORN 3-in-l service means to 
you. It brings perfect and complete 
co-ordination of thought, purpose and 
elfort on your production requirements. 
@ Try it once and it will be your reg- 
ular choice just as it is with hundreds 
of other busy advertising executives 
who demand results. 


. © Let's get together. 
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FAITHORN 


| CORPORATION 


j AD-SETTING + PRINTING + ENGRAVING 
504 SHERMAN STREET+ CHICAGO 


WABASH 7820 
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Just ONE place to call 
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“Help Wanted,” 
cash with order. 


$4.75 per inch. 


“Positions Wanted,” 
“Representatives Available,” 30 cents a line, minimum charge $1. 


— 


— 


The rates for this department are as follows: 


“Representatives Wanted,” and 


Terms 


All other classifications (single insertion rates): % in., $2.75; 1 to 3 in., 
Write for folder describing discounts for term insertions. 


HELP WANTED 


POSITIONS WANTED 


Representative Wanted Established 
class publication requires an adver- 
tising solicitor, whole or part time. 
Commission only. Apply New York 
Motorist, 19 floor, Hotel Pennsylvania, 
N. Y. C. Tuesday 9-12. 
ADVERTISING AGENCY 

offers an opportunity to one man in 
capacity of account executive. Our 
organization knows of this ad. Reply 
in detail past experience and account 
serviced. 


Box 1891, ADVERTISING AGE, Chgo. 


POSITIONS WANTED 


If a new newspaper publishes in 
Chicago, almost 14 years experience 
in erentive circulation and advertis- 
ing promotion layouts can be of value. 
Box 1890, ADVERTISING AGE, Chgo. 
Commercial artist, 24, single, 

univ. graduate. Two years national 
advertising agency experience. Wants 
position in South America. Good 
references, 

Box 1887, ADVERTISING AGE, Chgo. 
Do you have a place in your organi- 
zation for a young woman with 5 
vears advertising experience in the 


publishing field? A fine record in 
direct mail, sales correspondence and 
publicity writing. Now employed. 
Seeking change voluntarily, hoping 


to secure position offering better op- 
portunity for advancement. 

fox 1888, ADVERTISING AGE, Chgo. 
HELP! HELP! 
busy account 


Can help 
Know copy, layout, 
chandising, research. 

Box 1889, ADVERTISING AGE, N. Y. 


executive. 
production, mer- 


NBC Red network, the program 
will be heard on Sunday from 7:30 
to 8 p. m. on 34 stations of the Blue 
network. Lord & Thomas directs 
the account. 


Hormel Widens Coverage 


Having added 12 outlets, makin 

,a total of 37 CBS stations, Geo. A. 
| Hormel & Co. will switch its thrice- 
| weekly quarter-hour program on 
| Sept. 25 from 11 a. m. to 5:30 p. m., 
|}and on Oct. 9 will expand the show 
to a five-times weekly schedule. 
Batten, Barton, Durstine & Osborn 
is the agency. 


Berle for Quaker Oats 


Effective Oct. 7, Quaker Oats 
Company will replace Dick Tracy, 
heard on Saturday from 7 to 7:30 
|p. m. on an NBC Red network of 
163 stations, with Milton Berle, 
|}comedian. Puffed wheat and puffed 
'rice are the products advertised. 
Sherman K. Ellis & Co. is in charge. 


Miles Signs Templeton 


_ “Alec Templeton Time,” a new 
| program starring the well-known 
| composer and pianist, assisted by a 

chorus and _ orchestra, will be 

launched Sept. 25 under sponsorship 
'of Miles Laboratories for Alka- 
| Seltzer. This will be a half-hour 
|show starting at 7:30 p. m., EST, 
|} over the NBC-Red network. Wales 
| Advertising Agency, Chicago, is 


| handling the account. 


Directs Client Service 
Ernest T. Giles, vice-president of 
Ketchum, MacLeod & Grove, Pitts- 
burgh, has been appointed director 
of service to clients. He has been 
a vice-president of the agency since 
/1925, with the exception of three 
}years when he was vice-president 
and general manager of sales of Na- 
tiona] Fireproofing Company. 


| Open Publicity Agency 


Edna Mayo, publicity director of 


Abbott Kimball Company, New 
York, and Sophie Goode, account 


executive of the same agency, have 
resigned to open their own pub- 
licity agency specializing in fashion 
land cosmetic accounts. Offices are 
j}at 240 Madison avenue, New York 


|Adds Camden Section 


Beginning Sept. 17, the Philadel- 
|phia Inquirer will inaugurate a 
| Camden South Jersey section as a 
regular supplement to its Sunday 
editions distributed in Camden and 
southern New Jersey 


I LOVE CHICAGO ; 
Proof! I have a good position out o! 
town... have been doing good for 


3 years. 31 years previous lived i: 
Chicago. In past 3 years I’ve sent 
over 5,000 letters to Chicago for a 


job and am still at it. A real task 


in addition to holding a job and 
studying. This energy and stick-to- 
itiveness can be of genuine value to 


you. My 14 years experience covers 
a. general line of layout, design, illus 
tration and production for newspaper 
— magazine — direct mail. See m) 
samples or let me make layouts t 
your specifications. I'll get back to 
Chicago yet... and be a PROFIT to 
someone! 

Box 1892, ADVERTISING AGE, Chgo. 


MISCELLANEOUS 


NO FUNDS IS NO FUN 
but you can keep up your direct-mail 
activity in spite of curtailed budgets 
with LAUREL PROCESS, Cuts out cut 
costs, typography, too! 

Reproduces all types of Illustrated 
Advertising Literature, Sales Letters 
Instruction Sheets, House Organs, 
Booklets, Diagrams and Pictures, etc., 
etc. 


Any size can be processed. 

Small runs without penalty! 

500 copies (size 844x11”) $2.63 
Additional hundred copies only 22c 
Even lower prices for large orders. 

Send for samples and instructive book. 
LAUREL PROCESS, 480 Canal St., 


N. ¥. C. 
In New York City and Metropolitan 
Area just phone WAlker 5-0526 for a 
trained representative. No obligation, 
of course. 


WERC Joins MBS" 


Station WKRC will become the 
basic outlet for the Mutual Broad- 
casting System in Cincinnati, effec- 
tive Sept. 24. 


| 
| 1000 


Popular Prizes 
for Salesmen 


A carefully selected assembly oi 
1,000 best prizes for salesmen will 
be found in a brand-new 56-page 
prize book containing sixteen 
pages of color-photography and 
four-color process printing, and 
a most impressive black and 
white section. 


Send for Ylow 
Prize Book 


Sample copy sent on request to 
any executive considering «a 
prize plan or sales contest 
among salesmen, distributors or 
dealer-salesmen. This colorful 
and effective prize book features 
all nationally advertised items. 
tempts the salesman and his fam- 
ily with the things they want. 
and inspires the salesman to ex- 
ert necessary effort to win the 
prizes he selects. Helps get max- 
imum results from any campaign 
or prize plan. 


Plastic bound, hard board bind- 
ing. or regular saddle stitched. 
Send for free copy. 


Contest and Prize Division 


The Dartnell Corporation 
4660 Ravenswood Ave., Chicago, 
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AUGUST SALES OF CHAIN STORES 


% Gain 8 Months 8 Months % Gain 
Aug., 1939 Aug., 1938 or Loss 1939 1938 or Loss 
~dison 
~ateres sans 1,721,399 1,584,227 +8.7 15,766,672 15,181,675 +3.8 
Grant, W. T. 7,210,155 6,837,069 +5.5 58,209,157 54,069,520 +7.7 
Green, H. L.. 2,446,120 2,315,498 +5.6 19,662,250 18,064,107 +8.8 
sJewel sees 1,840,314 1,763,579 -+-4.4 14,881,677 14,532,467 +2.4 
Kresge, S S. 11,213,487 10,743,898 +4.4 88,908,598 85,104,060 + 4.5 
Kress, S. H. 6,489,989 6,385,549 +2.4 48,440,786 48,139,999 +0.6 
-Kroger Groc, 
& Baking 
he Pere 17,227,011 16,226,889 +6.2 145,367,563 141,220,352 +2.9 
Lerner Stores 2,775,059 2,570,101 +8.0 23,985,585 22,720,301 +5.6 
McCrory 
Stores 3,136,085 2,960,193 5.9 25,131,810 23,630,278 +6.3 
McLellan 
Stores 1,711,533 1,709,188 +0.1 13,004,145 12,381,742 +5.0 
Murphy, G. C, 3,469,740 3,087,363 + 12.4 27,023,553 24,254,388 +11.4 
Nat'l Tea Co. 4,072,989 3,874,808 +5.1 33,353,114 34,099,690 —2.2 
Neisner Bros. 1,721,839 1,420,791 +21.2 13,838,202 11,552,199 +19.8 
Newberry, 
nae 4,196,949 3,877,846 +8.2 30,035,117 28,081,164 +6.9 
Penney, J. C. 20,692,925 19,067,432 +8.5 155,852,641 142,624,398 +9.3 
Peoples Drug 
Steves iss 1,811,958 1,741,979 +4.0 14,522,187 13,849,217 +4.8 
*Safeway 
Stores 30,380,818 28,700,878 +5.9 260,259,676 252,227,121 +3.2 
Spiegel, Inc. 3,359,954 3,366,080 —0.2 28,853,070 27,580,701 +4.6 
Sears, Roe- 
buck & Co. 44,804,194 37,524,471 +19.4 362,187,717 295,657,282 +22.5 
Walgreen Co. 5,704,655 5,513,292 +3.5 5,608,426 43,286,129 +5.4 
Ward, Mont- 
gomery & 
CO Kucteas 38,998,205 32,848,752 +18.7 258,363,544 223,442,490 +15.6 
Western Auto 
Supply Co. 4,512,000 3,766,000 +19.8 27,579,000 21,969,000 +-25.5 
Woolworth, 
err 24,122,900 22,565,635 +6.9 187,212,551 178,354,698 +5.0 
Total ... 243,620,.78 220,451,518 +10.5 1,898,047,041 .,732,022,978 +9.6 
*Covers four and 36 weeks ended Sept. 2. 
*Covers four and 42 weeks ended Aug. 12. 
t Covers four and 32 weeks ended Sept. 10. 


10.5% Gain Shown 
in August Total 
for Chain Stores 


New York, Sept. 13.—Sales totals 
of major chain stores in August 
continued to show increases over 
1938, according to reports to ADVER- 
TISING AGE today. The total for 23 
major chains was $243,620,278, a 
gain of 10.5 per cent over the $220,- 
451,518 reported by the stores at 
this time last year. 

All but one of the chains in this 
group were able to show gains over 
the corresponding 1938 period. A 
similar majority reported total sales 
for the year to date ahead of 1938. 
The group increase in cumulative 
sales was 9.6 per cent. 


The large mail order houses were 
again in the van of those reporting 
gains. Montgomery Ward’s total of 
$38,998,205, was the highest on rec- 
ord for the month and was a gain 
of 18.7 per cent over last year. 

Sears, Roebuck also reported a 
gain with a total of $44,804,194 for 
the month, an increase of 19.4 per 
cent. Other chains with favorable 
percentage gains included Neisner, 
21.2; Edison Stores, 8.7; G. C. 
Murphy, 12.4; J. C. Penney, 8.5, and 
Western Auto, 19.8. 

Figures for the individual stores 
are shown in the accompanying 
table. 


Names Paul Grant 

George Master Garment Corpora- 
tion, Ligonier, Ind., has appointed 
Paul Grant, Advertising, Chicago. 


u Ane 


with the ever changing 
and marketing problems. 


the industrial advertising 


(AND YOU DON’T HAVE TO BE A MEMBER) 


To the annual meeting of the Industrial Advertisers 
—the only National Association dealing exclusively 


Forty-four clinic leaders will bring out the combined 
knowledge of more than 1000 members and guests 
as applied to the 200 most important problems in 


BE SURE SOMEONE FROM 
YOUR COMPANY ATTENDS 


Advance Program and Conference registration cards from 
address below 


NEWS FLASH!!!! 


Ynvuted: 
INDUSTRIAL advertising 


field. 


RAYMOND MOLEY ON THE OUTLOOK 


FOR AMERICA IN VIEW OF RECENT 


EVENTS IN EUROPE 


.. AT LUNCHEON 


SEPTEMBER 20 


TICKETS AT 


REGISTRATION DESK 


. NO REGISTRATION 


NECESSARY. 


100 East Ohio Street 


National Industrial Advertisers Association 


Chicago, Illinois 


Copy Testing 
Research Data Set 


for Early Release 


Joint Product of ANA 
and Four A's to Be Pub- 
lished in Fortnight 


New York, Sept. 14.—The long- 
awaited report of the copy testing 
study made by a committee of Ad- 
vertising Research Foundation has 
been completed and turned over to 
the publisher, it was revealed here 
today by Harold B. Thomas, presi- 
dent of Centaur Company and 
chairman of the committee which 
made the study. The results will 
be issued in book form within a 
fortnight. 

Mr. Thomas pointed out that the 
study will offer “no one best method 
of testing copy.” This is impossible, 
he said, and hence the report will 
supply an unbiased evaluation of 
today’s scientific copy testing meth- 
ods, together with information as 
to how they should be used and 
interpreted. 

“It will explain in detail not only 
how each method works but when 
and where it should be used, the 
pitfalls involved, how much it costs 
with practical suggestions for keep- 
ing down expenses, and how com- 
mon errors in application and inter- 
pretation can be avoided,” he said. 


Project Was 4-Year Study 

Publication of the book by Ron- 
ald Press will terminate an investi- 
gation begun about four years ago 
by a committee of the Association 
of National Advertisers. Subse- 
quently, it was turned over to Ad- 
vertising Research Foundation, 
which was formed by ANA and 
American Association of Advertis- 
ing Agencies. 

Members of the committee carry- 
ing on the study were: Elon G. 
Borton, LaSalle Extension Univer- 
sity; John R. Caples, Batten, Barton, 
Durstine & Osborn; Frank R. Cou- 
tant, Pedlar & Ryan; George H. 
Gallup, Young & Rubicam; F. H. 
Giellerup, Marschalk & Pratt; D. E. 
Robinson, Federal Advertising 
Agency; A. O. Saunders, Centaur 
Company; D. P. Smelser, Procter & 
Gamble Company; and H. M. War- 
ren, National Carbon Company. 

Copies will be distributed to 
members of ANA and 4 A’s later 
this month. Non-members may ob- 
tain the book direct from the pub- 
lisher. 


Lipton New York 
Drive to Top 
Previous Efforts 


New York, Sept. 15.—Thomas J. 
Lipton, Inc., completing its plan of 
concentrating on markets succes- 
sively through intensive local news- 
paper campaigns, this week started 
the largest drive of the series in the 
New York metropolitan area with 
one of the most ambitious tea pro- 
motions ever staged here. 

Pages and half-pages in leading 
New York dailies are utilized, along 
with eight papers in Westchester 
and five in New Jersey. Several 
Jewish newspapers are scheduled as 
well as supporting time on two ra- 
dio stations. The present effort 
brings the total Lipton newspaper 
list to over 600 newspapers, coast- 
to-coast, with insertions varied in 
size according to the needs of par- 
ticular markets. 

Copy features the familiar Lipton 
package and stresses the popularity 
and economy of the product. Light, 
human interest photographs of do- 
mestic scenes built around the 
preparation of tea, bring home these 
points. Young & Rubicam, New 
York, handles the account. 


Adds Spot Radio 


Stephano Brothers, maker of 
Marvel cigarettes, has added spot 
radio to its fall promotion program. 


PROMOTED BY CELOTEX 


W. C. Rodd, associated with the com- 
pany for 15 years, has been appointed 
advertising manager of the Celotex Cor- 


poration, Chicago. He started in 1924 
as sales correspondent. 


CA Adds Liquor Paper 

American Wine and Liquor Jour- 
nal, New York, has been accepted 
for membership in the Controlled 
Circulation Audit. 


Underwood Fetes 
5,000,000th Unit 
with Contest Copy 


(Picture on Page 31) 

New York, Sept. 13.—The produc- 
tion of the five-millionth standard 
Underwood typewriter, which today 
was cause for a community cele- 
bration at Underwood Elliott Fisher 
Company’s Hartford plant, was also 
the occasion of a spread in the cur- 
rent issue of The Saturday Evening 
Post, inviting readers to join in the 
festivities. 

Instead of getting a piece of cake, 
secretaries and students were in- 
vited to try to win the highly pro- 
moted Underwood No. 5,000,000, 
which has just come off the assem- 
bly line. The contest revolves 
around a 300-word answer to the 
question, “What are the qualifica- 
tions of a good secretary?” Twenty- 
four Underwood portables will be 
given to entrants winning honorable 
mention. 

The spread is supported by a 
newspaper and radio campaign in 
New England communities which 
benefit by the proximity of the 
Underwood factory. The _ contest 
and “five millionth” theme will also 
be pushed in the October issues of 
a number of school publications. 


To the Industry That 
Must Bear the Brunt 
of First War Work? 


* 


Engineers and contractors 


front lines. 


prosecution of another world war. 


Aitken-Kynett Company, Philadel- | 


phia, is the agency. 


Every person whose fortunes are linked with the 
fortunes of construction is probably asking himself 
“what's ahead for construction in this new world 
war whether the United States goes in or stays out?” 
Because before war production and production for 
new markets all over the world can get up speed 
plants must be built, expanded, modernized. Trans- 
portation facilities must be extended. Construction 
| equipment must swing into high speed. Contractors’ 
| inventories must be built up. 


will and advertising men 


should read the 2-page editorial in the September 14 
issue of Engineering News-Record, entitled “Effect 
of the War on Construction,” which is a sober, realistic 
analysis of the present situation and a forecast of what's 
ahead in comparison with what happened in 1914.* 
A reprint will be sent upon request. 


Engineering News-Record 
330 W. 42nd Street, New York 


% Among the authorities on world war economics (which includes engi- 
neering and construction) are the senior editors of Engineering News-Record 
who were editors back in 1914 before the consolidation of Engineering 
News and Engineering Record. In 1917, after the merger of the McGraw 
and Hill properties, these editors together with the business department, 
played a singular role in recruiting through the editorial and advertising 
pages the second largest engineering regiment sent to France —the 23rd 
Engineers which was organized to build roads and bridges behind the 


The Allies considered Engineering News-Record so indispensable to the 
winning of the war that it was one of few technical magazines permitted 
cargo space to Britain and the Continent. A staff editor attached to the 
AEF as war correspondent later wrote the voluminous Chief Engineer's 
Report of AEF Operations. We hope the occasion will not arise to make it 
necessary for us to render comparable aid to the United States in the 
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ADVERTISING AGE 


September 18, 1939 


Advertising Agency 
Sets Precedent as 
Stipulation Signer 


(Continued from Page 1) 


of eczema, rash, tetter, ringworm, 
pimples, scabies, etc.” 

The stipulation signed by the 
agency said that the ointment would 
not give the relief as advertised and 
that under penalty of the issuance 
of a cease and desist order by the 
FTC such statements would no 
longer be made in advertising for 
the product. 


Other Cases Expected 


Pgad B. Morehouse, director of 
the radio and periodicals division 
of the FTC, said that several other 
cases are pending involving adver- 
tising agencies. Details will be re- 
vealed on these shortly, he added. 

The effectiveness of proceeding 
against the agency as well as the 
advertiser, he said, is that such 
action is expected to make agencies 
more wary of manufacturers’ claims. 
At present, he indicated, many 
agencies incorporate manufactur- 
ers’ claims in copy without any 
tests whatsoever. 

Another FTC spokesman asserted 
that the Commission had not yet 
adopted any “rule of thumb” in de- 
termining when to proceed against 
the agency as well as the manu- 
facturer. The decision in each case 
will be made on individual factors. 

No indication was given as to 
what type of case or cases are next 
on the FTC docket for similar 
action. 


AC SPARK PLUG COMPANY 
HIT BY FTC COMPLAINT 


Washington, D. C., Sept. 13.— 
General Motors Corporation and its 
subsidiary, the AC Spark Plug 
Company, Flint, Mich., were charged 
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today with violation of the Clay- 
ton, Robinson-Patman and Federal 
Trade Commission acts in a com- 
plaint filed by the FTC. 

The principle issue involved is 
the charge made by the FTC that 
the respondent sold products (spark 
plugs, oil filters and other accesso- 
ries) to certain dealers at special 
prices with the understanding that 
these dealers would not handle 
competitive products. 

It was also alleged that price dis- 
crimination was practiced between 
original and replacement accounts 
as well as several other varieties of 
arcounts. 

Jnder this count it was alleged 
that the respondents discriminated 
in price by selling spark plugs at 
unit prices ranging all the way from 
six cents or less to auto manufac- 
turers for original equipment to 41 
cents to non-contract retail sup- 
pliers. 

The usual 20 days was granted 
for filing an answer. 


DeSoto Announces 


—— 


Index of Retail Activity in 77 Important 


Markets 


Based on total retail advertising volume in all newspapers in each city. 
(Copyright, 1939, by Advertising Publications, Inc.) 


RETAIL ACTIVITY 
inMAJOR MARKETS 
compared with last year 


Week-by-week 


Total 
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in the East: 
Olds Awaits Show 


Detroit, Sept. 14.—Leading East- 
ern cities will get announcement 
copy for the 1940 DeSoto over the 
coming weekend, with coverage 
being extended gradually until all 


markets have been covered by 
newspapers. First magazine copy 
will break Oct. 14. 

Oldsmobile will be one of the 


|laggards as far as announcement 
|copy is concerned, withholding its 
story until the week of the New 
York Automobile Show, Oct. 14. 
The copy will be well worth wait- 
ing for, accofding to V. C. Havens, 
advertising manager, who told the 
|press at the review at Lansing this 
week that it will feature “a sensa- 
tional mechanical innovation.” <A 
steam calliope and al] the other 
trappings of a circus marked the 
Oldsmobile preview. 


Called “Family Car” 


The Saturday Evening Post of 
Oct. 14 will carry a spread in behalf 
of DeSoto, and other magazines will 
quickly take up the refrain. The 
list includes Collier’s, Life, The New 
Yorker and Time. The new DeSoto 
will be described as “The great 
American family car,” boasting a 
thorough face lifting as well as a 
new “Floating Ride.” 

The latter will be common to all 
Chrysler cars, but is presented in a 
different style in each. DeSoto copy 
will explain that this is not merely 
a catch phrase, but that it entailed 
rearrangement of the weight ele- 
ments in the chassis, a change in 
seat placement in relation to centors 
of percussion, and synchronized fre- 
quency between the independent 
soft coil springs in front and the 
tapered-leaf rear springs. The en- 
gine has been moved 4 inches for- 
ward and the rear axle 7 inches to 
the rear. 


Offers Rebuttal to 
“Fortune” Press Survey 


The Pacific Coast division of the 
ANPA Bureau of Advertising has 
released a critical review of the sur- 
vey which recently appeared in 
Fortune magazine, titled, “The Press 
and the People.” 

In objective form, the criticism 
takes issue with several of Fortune’s 
findings and alleges, in brief, that 
the sample used in taking the poll 
was too small, at least on the West 
Coast, to represent adequately a fair 
cross-section of public opinion on 
| the controversial issues presented. 


Joint Offices for 

| Publishers’ Agencies 
| DeLisser-Boyd, Inc., and Prud- 
iden, King & Prudden, publishers 
representatives, have begun onera- 
tion of joint offices in New York, 
Chicago, Philadelphia and _ nine 
| other major cities. 


. * 

Whitney Appointed 

George G. Whitney has been ap- 
| pointed advertising manager of the 
Norge Division, Borg-Warner Cor- 
poration, Detroit. He has been as- 
sistant advertising manager for 
some years and now succeeds James 
A. Sterling, recently named general 
merchandise manager 
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JAN JULY AUG. SEPT. 
% Gain % Gain 
36-Week 36-Week 36-Week or Loss’ or Loss 
Period Period Period 1939 1939 Week Week % Gain 
Ended ended Ended over over Ended Ended or 
City Sept. 11, 1937 Sept. 10, 1938 Sept. 9, 1939 1937 1938 Sept. 10,1938 Sept. 9, 1939 Loss 
J. a: ae 11,780,705 8,225,305 6,661,912 —43. —19.0 168,343 147,350 —12.5 
Albany, N. Y. 6,492,957 5,803,335 5,555,230 —14.5 —4.3 153,343 138,516 —9.7 
Altoona, Pa, 4,776,778 3,408,872 3,833,634 —19.8 +12.5 96,222 98,819 + 2.7 
Jo | ee 10,804,976 10,283,560 11,678,744 +8.1 +13.6 293,482 306,782 + 4.5 
Raltimore, Md. ..... . 15,517,894 14,385,123 14,560,937 —6.2 +1.2 374,235 404,735 + 8.1 
Birmingham, Ala. ..... 8,681,876 8,450,568 8,803,312 +1.4 +4.2 220,500 240,576 +9.) 
‘Boston, Mass, ...... . 13,417,301 12,186,287 12,427,978 —7.4 + 2.0 374,730 356,041 —5.( 
Bridgeport, Conn. -»- 6,853,116 6,049,984 6,548,842 —4.4 + 8.2 152,404 160,804 + 5.i 
CBMmGOn, Mi ds sacecs . 2,702,399 2,503,641 2,779,110 +2.8 +11.0 69,002 88,839 + 28.7 
Cedar Rapids, Mich 3,579,506 3,243,884 3,407,416 —4.8 +5.0 99,638 89,992 —9.7 
Charleston, W. Va, 7,851,522 7,361,927 6,903,092 —12.1 —6.2 202,272 180,404 —10.8 
Chattanooga, Tenn. 4,370,520 4,196,483 5,117,941 +17.1 + 22.0 96,467 126,743 + 31.4 
MCMICRMO, El. «cess 22,357,362 20,728,472 19,636,830 —12.2 —5.3 538,513 525,296 —2.5 
Crmeimmati, Gi. ..cvscee 11,867,923 10,140,796 10,403,685 —12.3 + 2.6 305,782 283,078 —7.4 
CIOVGIAMG, OD .ccccoves 14,617,985 11,807,203 11,985,574 —18.0 +1.5 315,190 313,321 —0.6 
Cee, Ee acces vane 9,617,839 8,361,958 8,905,765 —7.4 +6.5 227,470 246,281 + 8.3 
0 a ee 14,548,458 13,902,354 14,074,449 —3.3 +1.2 351,394 364,443 + 3.7 
SPVONMOTE, BR. ic avcoen 7,079,296 6,377,418 6,260,888 —11.6 —1.8 155,092 156,086 + 0.6 
Seeeuee, Gh sctiestcose 10,608,390 8,554,372 9,273,242 —12.6 +8.4 243,840 251,202 + 3.0 
SemVer, GOM. o.s0sss0% 6,949,280 6,181,866 6,145,371 —11.6 —0.6 171,151 158,524 —7.4 
Des Moines, Ia, ....... 4,477,154 4,344,190 4,274,795 —4.5 —1.6 112,812 113,760 +05 
SPOCRONG, Beeeis ccsscaves 15,224,611 11,681,976 13,219,800 —13.2 +13.2 372,295 396,694 +6.6 
me SOOO, TOR. cicsseae 7,072,599 6,828,037 7,092,534 +0.3 +3.9 161,056 183,960 +-14.2 
ee Bis 2660003006060 6,319,158 5,979,606 6,470,422 2.4 + 8.2 155,190 177,884 + 14.6 
Fall River, Mass. ..... 2,408,533 2,162,964 2,284,500 —5.2 + 5.6 65,639 70,741 +7.8 
PES, BOONE Keetsesess 6,167,490 4,609,206 5,460,426 —11.5 +18.5 125,342 131,628 +5.0 
Fort Wayne, Ind. ..... 8,132,103 7,208,187 7,148,662 —12.1 —0.8 210,392 181,314 —13.8 
eee, ERE sosecaerss 5,095,034 3,817,916 4,030,991 —20.9 + 5.6 89,246 119,981 + 34.4 
Grand Rapids, Mich. 7,165,654 5,754,514 5,812,048 —18.9 +1.0 178,136 168,014 —5.7 
Greenville, S. C. ..... 4,631,868 4,329,597 41,442,186 —4,1 + 2.6 122,826 127,596 +3.9 
Houston, Tex. .... 11,014,660 11,086,356 11,451,430 + 4.0 + 3.3 266,700 296,548 +11.2 
Indianapolis, Ind, . 12,669,662 10,575,286 11,074,698 —12.6 +-4.7 319,480 345,184 + 8.0 
Jacksonville, Fla, 6,158,222 5,768,192 6,218,702 +-1.0 + 7.8 143,206 162,834 +13.7 
Jersey City, N. J. .. 1,601,890 1,368,774 1,425,320 —11.0 +-4.1 31,231 33,311 + 6.7 
Kansas City, Kans. 1,845,381 1,915,389 1,770,958 —4.0 —7.6 53,130 53,669 +1.0 
Knoxville, Tenn, 6,889,554 6,755,299 7,252,761 + 5.3 +7.4 166,824 172,676 +3.5 
Little Rock, Ark. 6,481,356 6,349,576 6,245,065 -3.7 —1.7 169,232 188,818 +11.6 
Los Angeles, Cal. 17,714,987 15,881,329 16,999,716 —4.0 +7.0 571,205 581,636 +1.8 
Louisville, Ky. 10,869,278 9,500,32 9,710,926 —10.7 + 2.2 251,226 263,916 + 5.1 
Lynn, Mass. és 6,860,980 5,472,532 5,673,362 —17.3 +3.7 190,344 155,302 —18.4 
Manchester, N. H. 2,521,679 2,487,012 2,567,099 +1.8 +3.2 67,378 70,250 +4.3 
Memphis, Tenn. 8,207,964 7,620,004 8,076,824 —1.6 +6.0 234,402 252,140 + 7.6 
‘Milwaukee, Wis. 11,497,317 9,919,565 9,496,596 —17.4 —4.3 329,966 299,758 —9.2 
Minneapolis, Minn. 10,023,385 8,968,305 9,180,588 —8.4 2.4 277,721 248,642 —10.5 
New Bedford, Mass. 2,327,150 2,114,448 2,098,414 —9.8 —0.8 67,312 53,126 —6.2 
New Haven, Conn, 6,444,304 6,093,924 6,194,230 —3.9 + 1.6 174,230 167,440 —3.9 
New Orleans, La, 13,731,239 13,103,216 —4.6 + 4.3 399,660 375,413 —6.1 
New York, N, Y. 43,991,112 38,578,702 —12.3 —0.2 1,179,677 1,164,340 —1.3 
Brooklyn, N, Y. 4,507,425 2,650,299 —41.2 —21.1 89,823 80,659 —10.2 
Norfolk, Va. 6,546,232 6,328,770 6,472,858 —1.1 + 2.3 160,860 159,348 —-0.9 
Vakland, Cal. eoeeess 5,336,113 4,777,955 5,248,290 —1.7 +9.8 156,045 172,756 +10.% 
‘Oklahoma City, Okla... 8,396,402 8,101,287 6,145,678 —26.8 —24.1 226,492 166,600 —26.5 
POOTH, Th. acccveces 7,926,913 6,843,411 7,222,747 —8.9 + 5.5 177,548 171,507 —3.4 
Philadelphia, Pa. 20,167,469 17,312,567 18,184,430 —9.8 + 5.0 524,663 518,225 —1.2 
Phoenix, Aris. ..... 4,955,790 5,202,244 4,993,072 +0.8 —4.0 158,060 149,814 —5.2 
Pittsburgh, Pa. ~oeee 17,175,760 13,447,252 13,521,489 —21.3 + 0.6 350,770 338,884 —3.4 
Portland, Ore. . : ‘ 8,853,798 7,966,510 8,611,101 —2.8 + 8.1 232,806 227,024 —2.5 
Reading, Pa. ... 7,385,230 6,334,727 6,711,425 —9.1 +5.9 137,662 183,862 + 33.6 
Richmond, Va. ....... 9,119,600 8,172,794 8,695,516 —4.7 +6.4 227,514 216,286 —4,9 
Rochester, N. Y. ... 12,159,108 9,575,909 10,120,925 ——16.8 +-6.5 254,400 269,919 +6.1 
Rock Island-Moline 6,119,685 5,662,426 5,631,798 —8.0 —0.6 138,824 144,914 +44 
Rockford, Ill. ..... 5,624,052 5,306,336 5,390,420 ——4,3 +-1.6 132,678 120,540 ae yt 
Sacramento, Cal. 6,031,683 5,355,599 5,660,942 —6.2 +5.7 159,600 160,510 + 0.6 
San Antonio, Tex. 1,508,890 4,279,850 4,856,170 +-7.7 +13.5 149,591 166,559 +11.3 
San Diego, Cal. 9,887,844 8,651,196 8,738,975 —11.6 +1.0 203,742 222.880 +-9.4 
Seattle, Wash. 7,059,436 6,371,201 7,627,270 +8.0 + 19.7 247,940 965.426 72 
*South Bend, Ind. 6,460,503 4,713,6¢ »83,64% -44.5 —24.0 119,019 ¢ 30.0 
Spokane, Wash. 5,357,884 4,963,322 $,518,724 15.7 —9.0 146,188 : 13.6 
St. Louis, Mo. 13,017,925 11,784,21 12,024,095 7.6 +2.0 307,760 349,015 +13.4 
| *St. Paul, Minn. 8,258,318 7,636,02¢ 7,153,178 13.4 —6.3 237,114 212,800 10.3 
Tacoma, Wash. ... ; 4,256,010 4,015,424 4,271,716 + 0.4 + 6.4 126,112 146,902 + 16.5 
Tampa, Fla. ..... 4,239,134 4,038,608 4,514,888 + 6.5 +11.8 95,522 111,258 + 16.5 
Toronto, Ont., Can. 13,411,449 11,713,457 11,008,664 ~17.9 —6.0 301,578 270,529 —10.3 
Troy, HY. ccsas 2,881,431 2,734,536 2,954,494 + 2.5 +8.0 67,998 85,316 +- 25.5 
Tulsa, Okla 6,630,786 6,085,874 6,051,116 —8.8 —0.6 160,944 156,122 —3.0 
Washington, D. C. 25,157,728 22,870,166 3 -10.8 —1.9 611,552 546,013 0.1 
Youngstown, O. 6,304,627 5,025,163 12% —18.7 + 2.0 135,618 142,212 +4.9 
Total 689,757,632 610,598,980 622,443,953 —9.8 +1.9 17,133,351 17,170,056 +02 
| 1 Akron Times-Press discontinued Aug. 28, 1935 _— ae 
2 Linage of daily American, now combined with Record, eliminated from 1938 totals 
| 3 Chicago Herald & Examiner discontinued Aug. 2%, 1939 
{ Milwaukee News discontinued Jan, 14, 1939 
| 5 Oklahoma News discontinued Feb, 24, 193% 
| 6 News-Times discontinued Dec. 28, 1938 
7 Spokane Press discontinued March 18, 193! 
8 St. Paul Daily News discontinued April 30, 1935 
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Head L. & T. Publicity 

James Cannon, formerly a sports 
writer for the New York Journal 
and American, has been appointed 
head of the publicity department of 
Lord & Thomas, New York, suc- 
ceeding Herbert Glover, who has 
been ill for some time. Mr. Cannon 
was previousy with Arthur Kudner, 
New York, and before that was in 
j}newspaper work 


Joins McCann-Erickson 

George Crook, former managing 
editor of Modern Advertising, has 
joined the copy staff of McCann- 
Erickson, Inc., Cleveland. 


“Look” Names Dane 


Maxwell Dane, formerly ass0o- 
ciated with Dorland International, 
New York, has been appointed pro- 
motion manager of Look magazine. 


MONTREAL 


WINNIPEG 
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Broadcasters Set 
Up Big War Chest 
in Music Battle 


(Continued from Page 1) 


ration temporarily; Walter J. Damm, 
Station WTMJ, Milwaukee, repre- 
senting newspaper-owned stations; 
J hn Elmer, WCBM, Baltimore, 
representing independents; Edward 
Klauber, of CBS, and Lenox R. 
Lohr, of NBC, representing net- 
works; S. R. Rosenbaum, WFIL, 
Philadelphia, independent network 
affiliates; and John Shepard III, 
Yankee Network, Boston, repre- 
senting regional networks. Everett 
FE. Revercomb will act as temporary 
secretary. 
Enlist Hollywood Aid 


Broadcast Music, Inc., will do 
everything within its power to de- 
velop a catalog of worthwhile 
music, through cooperation with 
Hollywood studios which are not 
affiliated with ASCAP, through 
wooing of recognized composers, 
ind by encouraging embryonic tal- 
ent in every conceivable way. That 
this project is not visionary was in- 
dicated when one independent sta- 
tion said that the work of recording 
companies and others has already 
made it at least partly independent 
of ASCAP. 

The meeting of the industry came 
this morning after preliminary ses- 
sions of Independent Radio Net- 
work Affiliates and of independent 
stations had been held yesterday to 
ponder the situation. The temper 
of the gathering was indicated when 
Mr. Elmer was accorded a tempest- 
uous ovation after a fighting speech, 
in which he excoriated ASCAP of- 
acers for their failure to treat NAB 
vertures seriously. 

President Miller opened the meet- 
ing by explaining that it was an em- 
ergency session of the entire indus- 
try. The NAB was organized 17 
years ago, he said, to solve the 
coprright problem, now costing ra- 


| 


BROADCASTERS FACE NEW PROBLEMS AT CHICAGO CONCLAVE 


Among those snapped between sessions of the broadcasters conclave were (upper row, left to right) Clair R. McCollough, 
WGAL, Lancaster, Pa.; H. J. Brennan, WJAS, Pittsburgh; H. Wheelahan, WSMB, New Orleans; Harry R. Spence, KXRO, 
Aberdeen, Wash.; S. R. Rosenbaum, WFIL, Philadelphia, conducting the Independent Radio Network Affiliates sessiion; Wilt 
Guzendorfer, KSRO, Santa Rosa, Calif., and Walter Haase, WDRC, Hartford. The group at lower left includes (left to 
right) Cecil D. Mastin, WNBF, Binghamton, N. Y.; Harold E. Smith, WOKO, Albany; Clarence Wheeler, WHEC, Roches- 
ter; |. R. Lounsberry, WGR, Buffalo, and William Fay, WHAM, Rochester. In the center are Thomas E. Sherp (left), KFSD, 


San Diego, and William D. Pyle, KYVOD, Denver. 


At lower right are (left to right) J. F. Kyler, WCLO, Janesville, Wis.: 


Betty Patterson, WFAS, White Plains, N. Y.; E. J. Roth, KONO, San Antonio, and Felix Hinkle, WHBC, Canton, O. 


the amount of music used, yet the 
situation has become aggravated in- 
stead of improved. 

“Any thinking broadcaster,” he 
said, “has been forced to the real- 
ization that radio, like any other 
industry, must control its raw ma- 
terials. We have made a sincere, 
but futile attempt to reach an agree- 
ment with ASCAP. Since this or- 
ganization a virtual monopoly, 
and is in a position to dictate any 
terms, our salvation lies in fighting 
while we have the wherewithal.” 

ASCAP’s total annual income is 
$6,000,000, Mr. Miller said, radio 
being called on to provide two- 
thirds of it. Demands have grown 
more severe each year, with ASCAP 
refusing to give serious considera- 
tion to the industry’s petition for a 
“per use” payment for music, he 
added. 


is 


Quick Action Needed 
John Elmer, the Baltimore broad- 


corruption. 


funds for private use aroused the people 


~~ 


* * 
ae 
“a 2 In bold type, page one news and editorially, The Times- 
‘ Picayune and New Orleans States exposed the fact that 
Louisiana politicians had dirtied their hands in graft and 


Published proof of the diversion of public 


they demanded 


action and over twoscore indictments were brought in by 


“This is the power of the press” ... 


the people to action 


state and federal investigations; political big shots ranging 
from the now ex-governor and down through the ranks 


have been fingerprinted and arraigned for trial. 


the power to arouse 


whether it be to demand clean gov- 


ernment or the products they see advertised in the col- 


umns of their newspapers. 


The Times-Picayune 


NEW ORLEANS STATES 


s: NOEB, ROTHENBURG & JANN, tne. Vew York. Chicago, Detroit, Atlanta, San Francisco 


ee 
ne 


caster, said that the time for com- 
promise has passed. Reminding his 
audience of an inevitable analogy 
in world events, Mr. Elmer said 
that the industry invited trouble by 
its weakness in the face of ultimat- 
ums. He recounted the efforts to 
induce ASCAP to name a commit- 
tee to negotiate with NAB and of 
its final refusal to do so on the 
ground that existing contracts still 
have a year to run. The speaker 
charged that the industry’s inability 
to solve its music problem inspired 
RCA in its recent decision to charge 
an arbitrary fee for radio use of 
Victor and Bluebird records. Other 
record producers are preparing to 
follow this example, he asserted. 

“Let’s fight,” he ended, striking a 
sympathetic chord with his hearers. 

Mark’ Etheridge, of WHAS, 
Louisville, asserted that payment 
of a percentage of gross revenue for 
any supplies is an indefensible busi- 
ness principle. 

The proposed’ operations of 


Broadcast Music, Inc., were ex- 
plained in detail by George Norton, 
of WAVE, Louisville, who empha- 
| sized the wide scope of its plans in 
the development of literary and ar- 
tistic works and arrangements. He 
also accentuated the plan to indem- 
nify advertisers and _ agencies 
against all claims arising from al- 
leged infringement. The new cor- 
poration will begin its operations 
not later than March 1, 1940. 

| §&. R. Rosenbaum, of WFIL, Phila- 
| delphia, helped to delineate some of 
\the issue involved in the war of 
music. ASCAP has consistently 
| contended, he said, that the inher- 
| ent value of compositions in its cat- 
alogs has popularized radio, and 
thus laid the groundwork for its 
| success. Mr. Rosenbaum’s own 
opinion is that the reverse is true, 
foal that were new works not made 
lavailable to the radio audience, 
they might never achieve success. 


| Intricate Setup Cited 


He pointed out that ASCAP’s 
|contracts with composers and pub- 
_lishers cover as much as ten years 
| ahead, so that it will be impossible 
| to alienate many of these individu- 
als and companies from ASCAP’s 
/rolls. However, in view of AS- 
CAP’s refusal to indicate the terms 
|of its 1940 contract with the radio 
industry, the latter has no re- 
course but to begin its new ven- 
ture, he said. By next fall, enough 
music will be made available by 
Broadcast Music, Inc., at least to 
insure the existence of the radio in- 
dustry, regardless of the strategy of 
ASCAP, he asserted. 

Mr. Rosenbaum discussed meth- 
ods in vogue in the music industry, 
questioning the genius commonly 
attributed to the publisher. This 
talent, he observed, consists chiefly 
of making a wild guess after hear- 
ing a composition played in its em- 
bryonic state. Mr. Rosenbaum said 


that the key figures in the present 


system of popularizing fledgling 
tunes are leaders of well known 
bands. 

“Of course,” he said, “the song 
plugger would not think of offering 
these band leaders any considera- 
tion for playing one of their infant 
compositions at a night club. Nev- 
ertheless, these tunes are played 
and shortly thereafter we find them 
helping the sale of cigarettes on a 
radio program.” 


Problem for Band Leaders 


Mr. Rosenbaum also pointed out 
that if these band leaders continue 


to play compositions owned by 
ASCAP, they will be unable to 
broadcast, while if they confine 


their offerings to the portfolio of 
Broadcast Music, Inc., the radio will 
continue to be available. This may 
well be one of the deciding factors 
in such a battle, he said, and may 


even lead to a more reasonable at- 
titude by ASCAP. 

He said that in an effort to break 
the solidarity of the radio ranks, 
ASCAP may adopt the tactics of 
offering special deals to individual 
broadcastters. If any stations suc- 
cumb to such blandishments, they 
may well destroy the industry, he 
declared, adding that such treach- 
ery would not only threaten the 
networks but would cause a shift in 
relations between networks and 
their affiliates which might prove 
fatal. 


Radio Affiliates 
Elect Directors 


Independent Radio Network Af- 
filiates elected 15 directors at its 
annual meeting in Chicago Sept. 14. 
Six came from NBC, six from CBS 
and three from Mutual. The list 
follows: 

Columbia Broadcasting System: 
Charles W. Myers, KALE, Portland, 
Dreg.; L. B. Wilson, WCKY, Cin- 
cinnati; Edgar L. Bill, WMBD, 
Peoria, Ill.; I. R. Lounsberry, WGR, 
Buffalo; John A. Kennedy, WBLK, 
Charleston, W. Va.; Mark Ethridge, 
WHAS, Louisville. 

National Broadcasting Company: 
Walter J. Damm, WTMJ, Milwau- 
kee; Sam R. Rosenbaum, WFIL, 
Philadelphia; George Norton, 


WAVE, Louisville; Ed Craney, 
KGIR, Butte, Mont.; Ed Craig, 
WSMM, Nashville. 

Mutual Broadcasting System: 


Gene O'Fallon, Denver; H. K. Car- 
venter, WHK, Cleveland; John 


Shepard III, Yankee Network, Bos- 
ton. 


@ Complete coverage 
of current and back 
issues of trade papers 
and general magazines 
for editorial and adver- 
tising material. 


“Using 

Trade Paper 

Clippings in 
Business” 


BACON’S 


CLIPPING BUREAU 


221 N. LASALLE ST., CHICAGO, ILL. 


nomically by WMBD alone. 


this station. 
list! 


give it dependable, above-the-average income. 


It belongs on your 


NATIONAL REPRESENTATIVES 
Free and Peters, Inc 


Yes-600,000 People! 


That's more than the entire state of Idaho—or Maine—or 
New Mexico. Yet all these people are within 60 miles of 
Peoria . . . in a rich, concentrated area that's half agricul- 
tural—half industrial. Productive farms and heavy pay rolls 


As Mr. 


Caley says—''Peoriarea” is a BIG market—covered éco- 


So 


don't get the wrong idea about 
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September 18, 1939 


Finance Advertisers 
Analyze War and 
Promotion Problems 


(Continued from Page 1) 
eon address heard also by the Ad- 
vertising and Sales Club of Toronto. 

American capital has been well 
protected in Canada and has earned 
a handsome return, Mr. Chalmers 
declared. Canada’s participation in 
the war will not lessen this safety, 
he added, because Canada is fol- 
lowing a “pay as you go” principle 
in financing its part in the struggle. 
Trade between Canada and the 
United States should continue to in- 
crease, he predicted. 

George O. Everett, First Citizens 
Bank and Trust Company, Utica, 
N. Y., and retiring president of the 
FAA, opened the conclave with a 
plea for a return to fundamentals 
in bank advertising. Such tasks, 
like charity, should best begin at 
home, he asserted, by training all 
bank officers in public relations and 
advertising in order that they may 
discover how closely these matters 


nent problems of the bank. 

The sale of lending service to the 
“man in the street” has been a po- 
tent public relations tool as well as 
a profit builder, L. E. Townsend 
told the conclave. The San Fran- 
cisco expert reviewed the progress 
made by banks in this direction and 
emphasized that, in the future, 
banks must begin selling the idea 
of systematic saving as they did in- 
stallment lending. 


Tells Budget Setup 


The Bank of America, he said, 
allocates its budget as follows: 
newspapers, 51.6 per cent; radio 
16.2 per cent; direct merchandising, 
8.1 per cent; car card, 3.7 per cent; 
outdoor, 14.6 per cent, and maga- 
zines, 5.8 per cent. Wholehearted 
approval of preliminary copy tests 
in any of these media before 
launching the campaign was ex- 
pressed by Mr. Townsend. 

The perennial problem of getting 
and allocating the budget for bank 
advertising was analyzed by C. R. 
Sutherland, Third National Bank 
and Trust Company, Dayton. He 
listed the three general approaches 
to determine the size of the budget, 
basing it on either one per cent of 
capital and surplus; one-tenth of 
one per cent of total deposits, or 5 


these approximations is useful only 
as a guide, he declared, emphasiz- 
ing that there is no definite yard- 
stick available. 

Planning the budget, he said, 
should include analysis of the mar- 
ket, of the bank’s and its competi- 
tors’ positions in that market, anal- 
ysis of the product or services and 
uf the available media. 

He also suggested that bank ad- 
vertising managers, in approaching 
the board of directors on the budget 
question, seek to interest them in 
the job to be done instead of simply 
reciting a confusing list of media 
costs. Allocation of the budget, 
once it is obtained, can best be done 
with the aid of an advertising 
agency, he commented, adding, 
however, that this extra cost must 
be included in the budget. 

Several sessions were devoted to 
discussion of media application to 
bank advertising. Dudley L. Par- 
sons, New York Trust Company, 
discussed direct mail; W. Chester 
Cornell, Boston Evening Transcript, 
newspapers; Thomas J. Kiphart, 
Fifth Third Union Trust Company, 
Cincinnati, window and lobby dis- 
plays, and H. Napier Moore, editor 
of Maclean’s Magazine, magazines. 

G. L. Spry, Canada Trust Com- 
pany, London, Ont., was chairman 
of the conference. 


are allied to operating and invest-|per cente of gross profits. Any of 


Are You Interested in... 


Keeping yourself in the spotlight 
How to stay young the rest of your life 
Eight tips for successful public speaking 
Put up a front—and get away with it 
Quick approach to writing effectively 
The richness you are going to deliver 
Eleven ways to be an enthusiastic person 
Speak up for yourselfl—no one else will 
Exercises in creation, invention, production 
Creating an illusion of super-ability 
Learning to speak correctly 
How to develop a personality that clicks 
Be egotistic—and make them like it 
Approach—the art of making contacts 
Letters that uncover a world of friends 
The secret of being a good mixer 
Guts—how to carry a punch and use it 
When “ignorant nerve” comes in handy 
Compiling lists of worth-while connections 
How to get people to help you 
The price you put on your own head 
Eight main ways of selling yourself 
Developing a natural front 
The value of making yourself a nuisance 
How to get people to like you a lot 
Think straight—the basic rules of logic 
When to use “high pressure” tactics 
Getting others involved in your projects 
Making people do what you want them 
to do 
The invisible art of suggestion 
That air of assurance—how to cultivate it 
Calling people by their first names 
Marks of a high-keyed expensive employee 
Putting pep into your get-ahead plan 
Legitimate bribery—devices in opportunism 
Playing politics—the democratic attitude 
Be consistently selfish—it pavs dividends 
Clése range study of “big-shots” 
Making 100 important contacts in a year 
How to cultivate a radical streak that pays 
Why wait for dead men’s shoes? 
When to go over the other man’s head 
Simple practices in courtesy that pay 
dividends 
How to overcome fear in all its form: 
Keening up with old friendships 
Making friends with the secretary 
Twenty ways to acquire a very good 
memory 
Making yourself indispensable to the bos: 


Ways in which you CAN'T persuade 
people 

Boiling it all down to a formula that wil] 
work for you and help you to sel! 


your self . 


... aren't those the things you would 
like to know about? They are all in 
this new, different: bookl 


Are you getting ahead as 
rapidly as you should? Why do 
some of your friends and ac- 
quaintances, with no more abil- 
ity than you, seem to get all the 
“breaks” in business? Is it just 
plain luck? 

No. It’s because these “lucky” 
people have learned the most 
important secret of personal 
success — the knack of selling 
themselves. 

You can’t sell merchandise 
these days just by building a 
better mousetrap than your 
neighbor. You've got to tell the 
world about that mousetrap. 
And neither can you get ahead 
as rapidly as you should by 
patiently waiting for a break. 
You’ve got to make the breaks 
yourself — you’ve got to sell 
yourself. 


Daring New Book Tells You How 


And now a sensational, dar- 
ing new book brings you the 
answer to this vitally important 
problem of selling yourself. 
Written by James T. Mangan, 
advertising manager of Mills 
Novelty Company and interna- 
tionally known business psy- 
chologist, “The Knack of Selling 
Yourself” tears the lid off that 
great delusion that “merit sells 
itself.” He shows how the peo- 
ple who get the big money and 
the promotions are those who 
know how to put themselves 
over with the boss or with the 
buyer. He shows how little real 
ability counts if it isn’t sold 
right. 

“The Knack of Selling Your- 
self” is not a success book. It 
isn’t filled with platitudes by or 
about men who have already 
arrived. It’s a book for ordinary 
folks about the biggest problem 


ADVERTISING AGE 
100 E. Ohio St., Chicago 


payment. 


Name ..... 


Send me, postpaid, my copy of “The Knack of Selling 
Yourself,” by James T. Mangan. 


The Knack 
of Selling Yourself 


they face—the knack of selling 
themselves. 


Not Just Why—But How 


There are no sacred cows in 
this book. The author rips the 
veil off all the old-fashioned 
copy book maxims for success. 
And he not only tells you WHY 
you must sell yourself, but 
HOW. He gives you an exten- 
sive set of exercises, practices, 
routines, practical hints, helps 
———— on simple things 
to do. 


No previous book has taken 
up this primary human problem 
in such extensive detail. It 
charts a practical course for 
every man and woman who has 
latent ability and wants to mar- 
ket that ability at the highest 
price. It presents the practical 
“Get There” system of life as 
opposed to the theoretical copy 
book system which usually 
leaves us where we started. 


Make the “Breaks” for Yourself 


Don’t wait for the breaks to 
come your way any longer. Make 
use of this entrancing, practical 
guide which will enable you to 
make your own breaks. Send 
back the coupon today. 
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I enclose $2.50 in full 
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Liquor Enjoys 
Promotional Push 


in Movie Features 


New York, Sept. 13.— Liquor is 
displayed or referred to in some 
way in moving pictures on an aver- 
age of once per feature film, ac- 
cording to an analysis of the amount 
of free advertising received by the 
liquor industry made by C. Nelson 
Schrader, who has undertaken a re- 
porting service to inform advertisers 
of the extent to which products are 
mentioned on the screen and to 
evaluate the type of impression left 
in the minds of theater-goers by 
these mentions. 

Out of 140 feature pictures, Mr. 
Schrader found that alcoholic bev- 
erages were referred to in one way 
or another in 137. He classified 113 
as favorable mentions, and 24 as 
unfavorable. Champagne proved 
most popular with 24 mentions, all 
favorable. Beer was referred to 23 
times, but eight mentions were un- 
favorable. Bourbon received 22 
mentions and Scotch 17, with all but 
three favorable in each case. 

To illustrate the way in which 
Hollywood producers are influenc- 
ing the public one way or the other 
on the subject of liquor, Mr. Schra- 
der referred to a _ sequence in 
“Daughters Courageous.” In that 
picture John Garfield takes Priscilla 
Lane into a bar and orders beer. 
Miss Lane remarks, “This may 
sound funny for 1939, but this is 
my first beer.” After taking a sip, 
she grimaces and pushes the glass 
away. Her companion later drains 
the glass. 


Views of Miss Dunne 


In “Love Affair,” Charles Boyer 
and Irene Dunne order pink cham- 
pagne at a ship bar. They consume 
it with a sophisticated air, and the 
same sequence is almost identically 
repeated later in the picture. Be- 
sides these two references, Miss 
Dunne mentions that “beer is bad 
for her figure.” Another scene in- 
cludes a background which pictures 
a 24-sheet poster for “Shultz” beer. 

The pink champagne’ episode 
mentioned has had a profound effect 
upon the sale of the beverage, 
according to Mr. Schrader. Sales of 
colored champagne have tripled 
since this movie mention, he de- 
clares. 

Actual brands often gain men- 
tion in the films. In “Second 
Honeymoon,” a bottle of Vat 69 is 
displayed, and in “The Big Broad- 
cast of 1938,” a bottle of Paul Jones 
is shown. In “When Love Is Young,” 
a Times Square shot includes a 
Trommer beer sign. 

Although Will Hays, movie czar, 
frowns upon all free advertising in 
motion pictures, some of these men- 
tions were obtained by the efforts 
of the companies whose products 
have been used. Other references 
have been the result of pure chance. 

Mr. Schrader has headquarters 
with C. E. Hooper, Inc. 


To Represent “Banking” 
Casman, Cook & Curtis, New 
York, has been appointed special 
representative for Banking in the 
travel and book publishing fields. 


‘Iron Age’ Editor : 
Blasts View of 
War Prosperity 


Asserts Involvement 
Means a Doubled Tax 


Burden to All Business 


Pittsburgh, Sept. 13.—In contras: 
to the war boom psychology finding 
expression by so many “experts” 
was the grim admonition given 
members of the Pittsburgh Adver- 
tising Club here yesterday by John 
H. Van Deventer, editor of Iron 
Age. Mr. Van Deventer, honor 
guest of the club at its first meeting 
of the season, declared bluntly that 
American participation in the hos- 
tilities will eventually mean  “eco- 
nomic disaster’ for all business, 
large and small. 

War, said the speaker, introduces 
numerous complexities into the 
American economic system. If the 
United States should enter the pres- 
ent conflict, the complexities facing 
business and business management 
would multiply a hundred-fold. 


Market Transformed 


“American business takes a cross- 
eyed view of business promotion in 
times like these,’ stated Mr. Van 
Deventer. “The market has been 
transformed by war from a buyers’ 
to a sellers’ market. It is not the 
job of business to promote war and 
there is danger in a sellers’ market 
in holding fast to peacetime methods 
of business sales promotion.” 

He said that in the American 
scheme of things, responsibility for 
the success or failure of any busi- 
ness rests on the individuals respon- 
sible for its operation and not on 
the collective group. While fully 
aware of and taking every advan- 
tage of the latest machinery and 
equipment to lower costs and in- 
crease sales volume, Mr. Van De- 
venter charged that business man- 
agement was ignoring to a great 
extent the profit-making potentiali- 
ties of modern sales promotion. 


Safety Factor Changing 


“Modern sales promotion beats a 
path to the consumer’s door and is 
constantly changing,” he stated. 
“The safety factor between profit 
and loss, between red ink and black 
ink, is only 4 per cent. It is the 
business of business to save this 
‘bridge.’ 

“But what is happening to this 
it? The deadload is_ getting 
heavier and the paying load is get- 
ting lighter because of higher costs. 
There is at present on that ‘bridge’ 
a dead load of around $40,000,000,- 
000 representing federal, state and 
local indebtedness which was a 
direct result of our participation in 
the last World War. Our involve- 
ment in another such struggle 
would easily double that load. The 
‘bridge’ just couldn’t stand it and 
would collapse. And with it would 
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fall American business.” 


Time in Dixie 


diverted to hardware purchases. 


retail merchants are very good. 


SOUTHERN 


It’s “Ue rdiware Harvest 


The South’s 3,470,000 farms represent over 30 per cent of the country’s 
total farm income, and a lot of this fall’s crop money is right now being 


The leading hardware jobber of the central South says “Reports from 
We believe sales this fall will be at 
least 20 per cent better than last year.” 

Get Sales Coverage Second to None 
SOUTHERN HARDWARE reaches practically all of the 200 southern 


hardware jobbers and 80 per cent of the 9,000 retail outlets—1wice as 
many as its nearest national competitor. 
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HARDWARE 
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orough Coverage of Specialized Mela. ae 
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ELECTRIC SHAVER HAS 
ALL THESE 


irs me GEM (eet 
FACE-LITE SHAVER 


CAM LECTINS BROOK TR BY 


Gem-lectric Division, American Safety Razor Corporation, joins the electric 
shaver parade with a product boasting several unique features, among them a 
light which illuminates the face when the razor goes into action. This feature 
will dominate much of the copy as shown in this insertion appearing in The 


Saturday Evening Post. (Story on Page 4.) 


TELLS RUNNING SALES STORY 


“I’ve just made an exciting 


discovery about Linoleum™ 


(+ tennee 


LINOLEUM ccs 


powies, tee Me rh Cheb eee, Saw Fewns. cow, Makers. alee, of Pabca “Stninless Shere” Fleer Covering 


PABCO 


Com 


; raffine Companies will employ this type of picture sequence copy in magazines 
*his fall to put across the story of Pabco linoleum. (Story on Page 2) 


Miss America (Pat Donnelly of De- 
troit) receives a regal token from W. O. 
Melichar, president, Fruit Telegraphic 
Agency, Atlantic City, who uses the 
pulchritude at his side as a promotion 
vehicle for his fruit service. 


SKETCH PAD TECHNIQUE 


Be Wiske...erY 


YSER 


Wash drawings of feminine limbs and 

figures dot Kayser layouts like figures on 

an artist's sketch pad. The magazine 

campaign is larger than last year's. Sher- 

man K. Ellis Company is the agency. 

A typical magazine insertion is repro- 
duced here. 
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mg CATERS TO QUEEN UNDERWOOD CELEBRATES WITH COPY 
PHOTOGRAPHIC jmmeaped &> 5 MILLIONTH 
i CELEBRATES , 
REVIEW OF » UN y 
THE WEEK - 5 
HERALDS GEM'S ELECTRIC RAZOR Saeed 3 cy | 


Underwood Elliott Fisher Company celebrated production of its 5,000,000th 

typewriter with this spread in The Saturday Evening Post. An essay contest has 

been launched to enable “good secretaries" to participate in the celebration, 
too. (Story on Page 27.) 


SHE'S A HEALTHY GLAMOR GIRL 


a ee ae See See 

Although glamor girls are generally associated with bright lights, here's one 

who's content to lead a more mundane existence. “Miss Vitamin” was selected 

as the “spirit” of the fall canned goods drive to be sponsored by the Independent 
Grocers’ Alliance of America. P. S. He name's Rosemary Morrey. 


MAN BITES DOG AS CALVERT PLAYS HOST 
ere eT 


Instead of being feted by the press, Jim Johnson, advertising manager of Calvert Distillers Corporation, plays host to pub- 
lication men at the opening of Calvert's new cocktail lounge. In the back row are (left to right) Paul Woehlke, Reynolds- 
Fitzgerald, Inc.; Bob Greene, Bryant, Griffith & Brunson; DeWitt Dingman, Morton L. Marsh; Jerry Lumbale, RidderJohns, 
Inc.; Ralph Mulligan, Jr., and Ed Kennedy, The American Wee'ly; Mr. Johnson, and Joe Jacobs, Jewish Press. Front row: 
Dan Livingston and Oliver Presbrey, New York Times; Bill Buckley, Cosmopolitan, and Ned Chalfont, Hearst. 
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In St. Louis, 234 retail advertisers find that their 
advertising in The Christian Science Monitor is 
profitable. Here are statements from three of 
these St. Louis advertisers: 


“The results received through advertising in 
the Monitor have been most gratifying.” 


“We have always been very well satisfied 
with the results we have obtained from the 
advertising which we have done in your splendid 
publication, The Christian Science Monitor, and 
enw frankly, we do not believe that any other adver- 
ae tising that we are doing is more productive.” 


“Hardly a day passes that we do not receive 
evidence showing purchases made in response to 


advertising in The Christian Science Monitor.” 


Such experiences are typical of those enjoyed 
by most advertisers who use The Christian 
Science Monitor. Monitor readers in St. Louis, 
and also throughout the world wherever they 
are, give first preference to advertisers in this, 
their very own paper, 


The fine results of general or national adver- 
tisers using The Christian Science Monitor paral- 
lel those of local advertisers. Some decidedly 
interesting facts are ready for presentation to 
any advertiser of a meritorious product or serv- 
ice. An inquiry at the nearest office of The 
Christian Science Monitor will bring you full 
information. 


From Ewing Gdldway 
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( Names of advertisers quoted will be given upon request) 


THE CHRISTIAN SCIENCE MONITOR 


DAILY NEWSPAPER FOR ALL THE FAMILY 
Published by The Christian Science Publishing Society, One, Norway Street, Boston, Massachusetts 


New YORK OFFICE: 500 Fifth Avenue OTHER BRANCH OFFICES: Chicago, Detroit, — ~ = re Konees. ee isi Aeguen Sienle Med 
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